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The primary research objective was to investigate the influence of Corporate Social 
Responsibility (CSR) on organisational commitment. The study used job satisfaction, 
intrinsic motivation and organisational trust as mediating factors to understand the 
relationship between CSR and organisational commitment. This was a quantitative 
study. A self-administered questionnaire involving convenience sampling was 
distributed to the research respondents, at work, malls and social gatherings within 
Gauteng. The target population for the study was people who were employed 
(excluding entrepreneurs) in an organisation that has CSR initiatives. A total of 648 
questionnaires were distributed to potential respondents with 426 questionnaires 
being completed. The response rate of the study was therefore 65.74%. This study 
made use of descriptive statistics, correlation analysis, regression analysis, one-way 
ANOVA, t-test and post hoc tests to analyse the data. Cronbach’s alpha coefficients 
were used to test the reliability of the constructs, which were all found to be reliable.  
 
The results of this study found that CSR has a positive influence on organisational 
commitment. CSR as an independent variable strongly predicted job satisfaction, 
intrinsic motivation and organisational trust. Organisational commitment as a 
dependent variable was strongly predicted by job satisfaction, intrinsic motivation and 
organisational trust. It is therefore recommended that organisations should utilise CSR 
as one of the strategic vehicles to drive employee commitment and curb staff turn-
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Chapter 1: Introduction and background 
 
1.1. Background to the study 
Corporate Social Responsibility (CSR) is fast turning into a key piece of an 
organisation's working technique. CSR, as indicated by the United Nations Industrial 
Development Organisation, is characterised as an administration idea whereby 
organisations coordinate social and natural worries in their business activities and 
cooperation with their partners (Barret & Nhean, 2017). Organisations have come 
under increasing criticism for not being resolute in addressing societal issues (Forte, 
2013). Saleem, Kumar and Shahid (2016: 946) stated “it is no longer acceptable for a 
corporation to experience economic prosperity in isolation from those agents impacted 
by its actions. A firm must now focus its attention on both increasing its bottom line 
and being a good corporate citizen”. The term CSR refers to the responsibility that 
organisations have to empower societies and the obligation to actively combat societal 
and environmental challenges (Ammar, Naoui & Zaiem, 2015). Amin-Chaudhry (2016) 
mentioned that in the early 2000s, CSR was seen as a platform for businesses and 
communities to create shared value. This outlook helped propel the concept of CSR 
to not only be accepted, but also expected as a business practice (Esen, 2013; Amin-
Chaudhry, 2016). Examples of CSR initiatives include companies giving away their 
products for free towards the upliftment of the community where they operate (Smith, 
2014).  
 
According to Smith (2005), in 1977, less than half of Fortune 500 companies stated 
anything related to CSR in their annual reports. Smith (2005) further stated that by the 
end of 1990, over 90% of Fortune 500 companies had CSR initiatives in the annual 
report. Smith (2014) stated that Fortune 500 companies spent over $15.2 billion per 
annum (p.a.) on CSR initiatives. This signifies the increase in importance of CSR in 
companies. While statistics on CSR investment by South African companies are not 
readily available, Duff (2017) noted that the practice is common among businesses in 
the country, as the CSR spend increased from an estimated R2.6 billion in 2006 to 





Esen (2013) noted that what makes CSR attractive is that it helps make organisations 
more attractive to stakeholders such as employees, customers and partners. Esen 
(2013) added that CSR initiatives increase an organisation’s brand equity and loyalty 
and long-term commitment. According to Alhouti, Johnson and Holloway (2016), 
organisations should engage in CSR initiatives, as people reward organisations that 
have CSR activities with interest, loyalty and trust. Perez and Rodriguez-del-Bosque 
(2014) indicated that organisations participate in CSR to strengthen the organisation’s 
brand image, identity and effectively enhance an organisation’s reputation. Forte 
(2013) wrote that organisations with CSR initiatives result in employees being more 
satisfied in their working environment, which leads to higher morale and inspires a 
sense of camaraderie amongst the employees. However, not all scholars identify with 
the notion that CSR is beneficial to an organisation. Friedman (1970), Wood and Jones 
(1995) and Nilsson & Robinson (2012) declare that the only responsibility of an 
organisation is to drive profits, with the organisation’s responsibility being solely to the 
shareholders (Nilsson & Robinson, 2012). This study intends to empirically investigate 
the influence of CSR in South Africa on employees’ commitment to their organisations.  
 
1.2. Problem statement 
The world of business is highly competitive, and even more so for human capital, which 
is needed by every business to survive (Gupta & Sharma, 2016). According to Gupta 
and Sharma (2016), the studies of CSR have been focused primarily on organisational 
performance at the expense of the influence of CSR on employees. Barakat, Isabella, 
Mauricio, Boaventura and Mazzon (2016) added that CSR has been mainly based on 
the views and attitudes of consumers, stating that there are few studies that focus on 
the influence of CSR on employees’ commitment to businesses. Literature on the 
influence of CSR on job commitment in Africa is scarce (Hinson & Ndlovu, 2011). Even 
in developed economies, studies on the effect of CSR on employee job satisfaction 
are few (Barakat et al., 2016). Bauman and Skitka (2012), specifically noted that 
although CSR and job satisfaction seem to have a correlation, the research 
investigating this relationship is sparse. Moreover, the concept of organisational trust 
in the context of employees and the exploration thereof within the context of CSR is 





This research aims to unearth the answer to the question: What influence does CSR 
have on organisational commitment among employees in Gauteng, South Africa? 
1.3. Research objectives 
1.3.1. Primary objective 
The purpose of this study is to examine the influence of CSR initiatives on employees’ 
commitment to their organisations. 
 
1.3.2. Secondary objectives 
The secondary objectives are to examine the following: 
 
1. The levels of organisational commitment, intrinsic motivation, job satisfaction 
and organisational trust among employees 
2. The relationship of CSR to job satisfaction, intrinsic motivation and 
organisational trust 
3. The relationship between job satisfaction and organisational commitment 
4. The relationship between intrinsic motivation and organisational commitment 
5. The relationship between organisational trust and organisational commitment  
 
1.4. Research design and methodology 
This section centres on the research design and methodology that was utilised in 
conducting the study. According to Saunders, Lewis and Thornhill (2012), research 
design is defined as “a framework for the collection and analysis of data to answer 
questions and meet research objectives providing reasoned justification for choice of 
data sources, collection methods and analysis techniques”. Saunders et al. (2012), 
categorise the research process into six layers that create “the research onion”. 
 
1.4.1. Research philosophy and approach 
There are varied philosophical worldviews that one can adopt when conducting 
research. This study utilised the positivism worldview to provide a natural scientific 
view of the phenomenon of CSR, and tested its effects on the constructs of job 
satisfaction, organisational trust and intrinsic motivation objectively using quantitative 




approach. As noted by Malhotra (2002), the deductive approach forms theories from 
prevailing data and then aims to prove the prevailing theory with the use of hypothesis 
testing. The deductive approach was used as it follows the positivism philosophy.  
 
1.4.2. Research strategy and time horizon 
There are two main research strategies, namely quantitative and qualitative research 
(Creswell, 2014). This study followed a quantitative research strategy. This strategy is 
primarily concerned with the data collection process through the use of the survey 
method (Creswell, 2014). Malhotra (2002) stated that surveys are widely used to 
gather information from a vast amount of respondents using a predesigned 
questionnaire. This study made use of a quantitative strategy using a structured 
questionnaire as it aimed to get data from a lot of respondents for analysis. In terms 
of time horizons related to research, this study took a cross-sectional time horizon. 
According to Zikmund, Babin, Carr and Griffin (2013), cross-sectional is a study in 
which data is collected at a single moment in in time, in contrast to longitudinal study 
which collects data at multiple points in time. This study investigated the influence of 
CSR on job commitment in Gauteng at a single point in time.  
 
1.4.3. Techniques and procedures 
1.4.3.1. Study population and sampling 
The population of the study consists of an entire cohort of people that share a similar 
set of characteristics and traits (Zikmund et al., 2013). The population for this study is 
every individual working for an organisation with a CSR programme in the Gauteng 
Province, who is not self-employed. This target population was selected due to the 
need to investigate the effects of CSR on employee commitment, or lack thereof, in 
Gauteng.  
 
Due to the need of informed consent, only respondents who are over the age of 18 
will be considered for this study. The Gauteng Province was selected as it is the 
economic hub of South Africa, contributing 33.9% to South Africa’s gross domestic 
product (Gauteng Provincial Government, 2016). Furthermore, Gauteng Province had 
the highest number of employed people (4 895 000) in 2016, compared to other 




lives in Gauteng and a lack of funding made it challenging to physically target 
respondents in other provinces and abroad. A sample of the target population was 
used in the study. 
 
Considering the large amount of people employed in Gauteng and that there was no 
freely accessible database of every individual employed that could be utilised as a 
sampling frame, the non-probability sampling method was used. The study made use 
of convenience sampling. Zikmund et al. (2013) define convenience sampling as a 
sampling technique utilised to obtain people who are most convenient for the 
researcher. The convenience sampling was administered with people within the 
banking precinct in Sandton as well as people who worked in Steyn City, as the author 
works in Sandton and was based in Diepsloot at the time of the research. A total of 
426 people participated in the study.  
 
1.4.3.2.  Data collection instrument and administration 
A structured questionnaire is the major survey instrument (McDaniel and Gates, 2013) 
and a structured self-administered questionnaire was used in this study. The 
questionnaire included a cover letter stating the reasons for the study and inviting 
respondents to participate in the study. Screening questions were used to eliminate 
those who work for organisations that do not have CSR programmes. The 
questionnaire consisted of two sections. Section A of the questionnaire was used to 
obtain the background information about the respondents’ demographic information, 
such as age, gender, racial group, level of education, level of position held, and 
industry employed in. Section B focused on multi-item constructs related to the study. 
A five-point Likert scale was utilised, thereby providing respondents with the 
opportunity to specify their level of agreement or disagreement with statement items 
in the study.  
 
The targeted respondents were requested to complete the questionnaire without any 
assistance from the researcher so as to avoid influencing them. Before the main data 
collection, 10 questionnaires were distributed for a pilot study. Pilot testing allowed for 
the establishment of validity of research instruments, and simultaneously helped refine 





1.4.3.3. Data analysis  
Zikmund et al. (2013) define data analysis as the use of reasoning to make sense of 
the data that has been gathered. The data was analysed with the use of Statistical 
Software for Social Sciences (SPSS). The Cronbach Alpha Test was used to gauge 
construct reliability. Descriptive statistics, a t-test, ANOVA, post hoc tests and 
regression analysis were used for the main analysis. Regression analysis was used 
specifically for hypothesis testing.  
 
1.5. Chapter outline 
The dissertation has five chapters. The focus of each chapter is as follows: 
 
Chapter 1: Introduces the study and provides context for the study, highlights the 
research problem, objectives and provides a brief overview of the methodology 
followed.  
 
Chapter 2: Offers an assessment of the current literature on CSR and presents the 
study’s hypotheses. 
 
Chapter 3: Grants a thorough outline of the research design and methodology that 
the study followed. 
 
Chapter 4: Deliberates the findings and results of the study. 
 
Chapter 5: Presents the conclusion and the limitations of the study, including possible 
future research within the broad realm of CSR. 
 
1.6. Conclusion 
This chapter provided an explanation as to why this study was selected, the objectives 
it aims to fulfil as well as provide an overview on how the research was executed. 
Chapter 2 offers a review of the current body of knowledge of CSR, including its 








Chapter Two: Literature Review 
2.1. Introduction 
The first chapter provided an introduction and outlined the study. The purpose of this 
chapter is to introduce the concept of CSR and review the literature on its influence on 
employees in organisations. The chapter is divided into five sections. The first section 
of this literature review takes a gander at the different definitions of CSR. The second 
section provides an overview of its history. The third section looks at the different 
theories of CSR. Motivation and the benefits of CSR are also discussed. Thereafter, 
a conceptual model that is utilised to clarify the influence of CSR on employee 
commitment is presented and the hypothesised relationship is discussed, before the 
conclusion. 
 
2.2. Definitions of CSR 
This section aims to look at the different definitions of CSR, as well as articulate the 
challenges when it comes to defining the concept. The notion of CSR has been defined 
in numerous ways by different authors, such that there is no consensus on how best 
to define it (Cheers, 2011).  
  
Bhaduri and Selarka, (2016) stated that the first academically accepted definition of 
CSR was that by Bowen (1953), which articulates CSR as obligations that are set by 
organisations to pursue detailed policies, make decisions and act in a manner that is 
desirable in terms of the organisational objectives and societal values (Bhaduri & 
Selarka, 2016). Nevertheless, one frequently cited definition is by Carroll (1979:500), 
who noted “the social responsibility of business encompasses the economic, legal, 
ethical, and discretionary expectations that society has of organizations at a given 
point in time”. 
 
Other definitions of CSR commonly cited in literature include those by: 
 
• The European Union (EU) Commission (2011), states that CSR is a voluntary 




alignment with the organisation’s core business as the aim is anchored on 
maximising the creation of shared values for all shareholders.  
 
• The World Business Council for Sustainable Development (2016), states that 
CSR is a long standing pledge by businesses to act ethically, contribute towards 
economic development and improve the quality of life of staff members and 
society at large. 
 
These definitions suggest that organisations need to be accountable for their actions. 
They show that a socially responsible organisation would consider the effects of its 
actions towards the stakeholders that are directly or indirectly associated with it 
(Klepsch & Schneider, 2012). Fair treatment of employees, reducing the harmful 
impact on the environment, philanthropic initiatives such as funding and supporting 
the work of non-profit organisations are examples of socially responsible behaviour 
where people consider when an organisation practices CSR (Ali, 2011; and Adeyanju, 
2012). Therefore, although customers and investors are key stakeholders of 
organisations, other parties such as staff, service providers, societies, special interest 
groups and society are considered stakeholders for CSR (Harrison & Wicks, 2013; 
Botha, 2015). 
 
Bhaduri and Selarka (2016) indicated that CSR is a complex subject as it is grounded 
on different theories and perspectives in different organisations and different areas 
across the globe. For example, organisations such as Anglo-American understand 
CSR as corporate philanthropy or charity (Sison, 2010). This suggests that CSR is 
based on the desire of the organisation to show accountability and benevolence 
towards the underprivileged within societies (Schwartz, 2017). Others regard CSR as 
more than charity, at the same time considering CSR done on a voluntary basis and 
that organisations are not entitled or forced to engage in CSR (Tran, 2015). On the 
other hand, Filho, Wanderley, Gómez and Farache (2010), for example, argued that 
corporate attention to CSR is not completely voluntary as the process involves 
strategic decision making. As pointed out by Chang, Kim & Li (2014), organisations 
that are involved in CSR activities are recognised as responsible corporate citizens by 
investors and therefore organisations can use CSR to gain a competitive advantage. 




demonstrate its goals of upholding ethical values, as well as respecting people, 
communities and the environment (Sage, 2012).  
  
It is imperative to note that whatever the definition one adopts, the prime purpose of 
CSR is centred on developing change that is channelled towards sustainability (Eweje, 
2014). As a result, organisations are required to manage their economic, social and 
environmental impacts so as to minimise their downsides (Ortenblad, 2017). Dima 
(2016) noted that CSR requires the organisation to go beyond conformity as they 
participate in activities that further some social good beyond the organisation’s interest 
and which is required by law. Similarly, Denning (2013) argued that such 
responsibilities are not solely performed on the basis of profit making, but also for the 
sake of society at large. This implies that organisations exist because they enter social 
contracts that oblige them to consider the interests of society as part of the decision-
making processes (Sacconi, 2012). CSR faces the same challenges with regard to 
definitions in research as there is no consensus on its definition (Dima, 2016). The 
notion of an organisation being accountable to other stakeholders (environmental, 
societal and employees) rather than exclusively to the organisation’s shareholders is 
at the core of the debate and has an adverse effect reaching a coherent and 
acceptable definition (Dima, 2016).  
 
This study has adopted the CSR definition from The World Business Council for 
Sustainable Development (2016) is an enduring promise by businesses to behave 
ethically in all that they do, contribute towards economic development and improve the 
quality of life of staff members and society at large to ensure the survival  
 
2.3. Historical overview of CSR 
This section examines the historical development of the CSR concept dating back from 
the 1950s. CSR is fundamentally a 20th-century concept, as the history re-dates to the 
1950s, and it is also considered an American concept hinged on their culture and 
ethical principles (Smith, 2011). The famous Dodge vs. Ford Company case is 
generally referred to as a classic example of views on CSR before the 1950s (Cheers, 




decisions reached presents the views of broader stakeholders and it is their influence 
to organisations which made CSR to be adopted as a policy (Cheers, 2011).  
  
Levitt (1958) and Friedman (1963) were some of the influential historical scholars and 
critics whose scholarly thoughts are recognised in the CSR discussion (Cheers, 2011). 
Friedman (1970) presented a view of CSR where he declared that the main social duty 
of any business is to utilise its assets and participate in exercises that are geared 
towards maximising revenue returns for its owners (shareholders) as long as the 
business adheres to the regulations that are stipulated in the environment they operate 
in (Samy, Odemilin & Bampton, 2010). 
 
In addition, cynical consumers view CSR efforts by organisations as attempts to 
manipulate the public into perceiving it as being socially responsible, which is an idea 
termed “green washing” (Gee, 2012). Part of this viewpoint is based on the fact that 
executives should not select social causes on behalf of different shareholders 
(Huffington Post, 2014). This is because CSR critics strongly believe that 
organisations generally benefit from society as they distribute profits to owners who 
later can be involved in community engagement initiatives or other socially responsible 
actions, as they see fit (Serafeim, 2015). 
  
The following subsection gives a brief account of the development of CSR emerging 
from the early 1950s, looking at the environmental factors and trends that influenced 
this concept, by decade. 
 
2.3.1. 1950–1959 
Moura‐Leite and Padgett (2011) stated that in early literature, CSR was frequently 
denoted as social responsibility (SR) rather than corporate social responsibility (CSR). 
This was mainly influenced by the fact that modern organisations’ distinction and 
authority in the business sector had not yet happened nor been noted (Moura‐Leite & 
Padgett, 2011). As pointed out by Murphy (1978), the period of the 1950s was the 
awareness era when organisations became more aware of the responsibilities they 
have in community affairs. There were three fundamental concepts for CSR in the 




trustees for the public (Frederick, 2006). The second concept was grounded on 
balancing opposing entitlements to the means of the organisations, and the third was 
the approval of philanthropy as a demonstration of the organisation’s backing of 
societal and environmental causes (Frederick, 2006). Philanthropic initiatives were the 
primary vehicle through which CSR was practiced during this period (Rangan, Chase 
& Karim, 2015). 
 
2.3.2. 1960–1969 
Carroll (2008) argued that the decade of the 1960s marked a significant development 
in efforts to ratify or articulate what CSR meant. Davis (1960), articulated social 
responsibility as the degree to which the organisation’s executives consider the impact 
of their decisions and actions past the organisation’s commercial or technical concerns. 
Carroll (2008), indicated that Davis’ input to the initial definitions of CSR was so 
significant that he is rated second only to Bowen for the “Father of CSR” title. Murphy 
(1978) regarded the period between 1968 and 1973 as an “issue” era where 
organisations began to focus on precise challenges that impacted societies, such as 
urban decay, racism and pollution. Philanthropy continued as the best gauge for an 
organisation’s CSR in the 1960s (Bhaduri & Selarka, 2016). According to Lee (2008), 
the relationship between American organisations and the public was influenced by 
several legal regulations aimed at modifying the actions of organisations to protect 
internal stakeholders and customers during the late 1950s and 1960s.  
 
2.3.3. 1970–1979 
The 1970s saw organisations applying management functions in dealing with CSR 
(Acquier, Daudigeos & Valiorgue, 2011). The early 1970s saw organisations focusing 
on responsiveness with regard to actions and activities, and the mid-1970s saw CSR 
shifting from responsiveness to performance as the aim was geared towards results 
and strategic outcomes (Frederick, 1978; Naqvi, 2015). The Carroll’s (1979) four-part 
concept became the first broadly recognised definition of CSR that emerged in the 
1970s, which was later presented as the CSR pyramid (Carrol, 2008; Avram & 
Avasilcai, 2014). It is imperative to mention that the stakeholder theory was 
established during this period as it set a framework that was used by organisations to 





The 1970s saw the concept of CSR change to corporate social responsiveness as in, 
organisations were progressively pushing  for changes in response to different social 
pressures that were influenced by the changing of business dimensions and 
approaches (Giuliani, 2016). The justification of “enlightened self-interest” was 
developed and integrated into the view that thriving societies are a perquisite for 
organisations to succeed (O’Dachartaigh, 2014). This idea was in opposition with 
Friedman's (1970), perspective that the exclusive reason for business was profit 
making and further asserted that directors within organisations were not capable of 
managing organisations for both social and money-related issues, concurrently 
(Eteokleous, Leonidou & Katsikeas, 2016). This decade also introduced the phrase 
corporate social performance (CSP) as it acknowledged the necessity for 
organisations to react to social demands (Brower & Mahajan, 2013). Murphy (1978) 
termed this period the “responsiveness” era as he proclaims that the period between 
1974 and 1978 saw companies implementing solemn management principles and 
organisational actions that would strategically address the issues related to CSR 
(Acquier, Daudigeos & Valiorgue, 2011; Hill & Langan, 2014). 
 
2.3.4. 1980–1989 
Moura‐Leite and Padgett (2011) noted that in the 1980s, corporate and social interests 
drew closer. Which resulted in an increase in organisational responses to stakeholders’ 
needs. This period focused on growing new definitions of CSR and there was a 
recharged force in compositions of option or corresponding ideas and subjects, for 
example, corporate social responsiveness, CSP, corporate citizenship, civil policy, 
organisational ethics and stakeholder theory / management, (Waddock, McIntosh & 
Rache, 2013).  
 
Jones’ (1980) article was considered a noteworthy influence to the literature in which 
he represented an analogy of CSR with the political procedures, measuring the 
selected practice of CSR ought to be just, where all stakeholder interests are heard 
and their opinions are considered (Moura‐Leite & Padgett, 2011). Jones (1980), 
concentrated more on the activities related to execution of CSR activities rather than 




the execution rather than debating the philosophical principles was the most 
appropriate approach to addressing CSR challenges. He went on to demonstrate how 
an organisation could be involved in a decision-making course of CSR that should 
constitute as CSR behaviour (Moura‐Leite & Padgett, 2011). 
 
2.3.5. 1990–1999 
Fortune magazine in the United States conducted a study into the behavioural 
changes of the Fortune 500 companies between 1977 and 1990 and discovered that 
there has been seismic shift from 1977, which saw less than 50% of these 
organisations noted CSR as an indispensable component in their annual reports (Lee, 
2008). Contrariwise, approximately 90% of these organisations included CSR as one 
of the essential elements reported on in their annual reports by the end of 1990 (Lee, 
2008). 
 
According to Moura‐Leite and Padgett (2011), the internet and related technologies 
spurred the global communication capabilities to an unprecedented scale which 
empowered individuals and societies to put pressure on organisations to force them 
to adopt CSR initiatives. During this decade, over 50% of the organisations’ assets 
were intangible, i.e. brand equity, reputation and human resource (Waddock, 2008), 
all of which bolstered the significance of CSR.  
 
2.3.6. 2000 and beyond 
According to Garay and Font (2011), the essence of CSR in the 2000s and beyond is 
‘‘doing good, to do well’’, and with the increase of globalisation, discussions on CSR 
likewise extended from the US to the worldwide stage. Maignan & Ralston (2002), 
Perrini (2006), Newson & Deegan (2002), Crowther and Aras (2008) connected the 
CSR hypotheses into their own nations, and undertaking cross country correlations of 
national recognitions and practices of CSR in their home country. On the other hand, 
Bostock (2005), indicated that the motivation and feasibility of CSR is suspicious and 
raised his voice with regard to CSR being utilised as a poster for left-wing politics and 
alleged that it would undermine the establishment of free market capitalism. In 
perspective of these contradicting concerns and contentions, most of CSR inquire 




view of associations and stressed the advantages as opposed to debating the intrinsic 
value of CSR implementations (Carroll & Shabana, 2010). 
 
The historical overview of CSR provided a brief review of the evolution of CSR and the 
study now progresses to a discussion of CSR theories. 
 
2.4. Theories of CSR 
Various theories are used to understand CSR. This section presents insights on three 
theories that are relevant to this study. These include the shareholder value theory, 
stakeholder theory and corporate citizenship theory. 
 
2.4.1. Shareholder value theory 
The shareholder value theory suggests that there is a need for organisations to legally 
maximise the economic standings of their shareholders through the provision of 
necessary service or products that would benefit society (Stout, 2012). The 
shareholder value theory is a perspective represented by Friedman (1970), who 
maintains that the sole social duty of a business is to grow its profits within the legal 
parameters (Simpson & Taylor, 2013). CSR is reflected as the apparatus that can be 
utilised by organisations to realise their financial objectives (Fleming, 2012). Friedman 
(1970), emphasised that the increase of profit is the only social duty of any for profit 
organisation and this means that in a free society, the sole objective of any 
organisation is to raise its profits provided regulations are followed and free 
competition is maintained (Gond, Kang & Moon, 2011). Shareholder theory proposes 
that the organisation should legitimately maximise investor capital (Cheers, 2011; 
Gond, Kang & Moon, 2011). This theory advocates that in order for organisations to 
generate profits, they need to maximise the present value (Stout, 2012). The theory 
also suggests that it is futile and irresponsible for organisations to spend shareholders’ 
money for unprofitable social causes as shareholders make investments into the 
organisation with the hope of receiving a maximum return on their investment (Feller, 
2016). Thus the shareholder theory advocates the protection of shareholders’ interests 





Executives who support the shareholder value theory critique CSR by arguing that 
CEOs are not hired by government or the UN, nor are they employed to do charity 
work (Bowie, 2012). This perspective is comparable to the views of Smith (2011), who 
states “the business of business is to make money; by serving the needs of 
shareholders, organisations generate wealth that benefits society”. If CSR 
programmes bolsters the financial position of the organisation, then shareholder 
theory advocates implementing such programmes (Cheers, 2011; Saleem, Kumar & 
Shahid, 2016).  
 
Feller (2016) rejects the shareholder theory as he deems it an archaic way of doing 
business. This is mainly because there are disadvantages if organisations were to 
concentrate on the interests of shareholders exclusively (Denning, 2013). Shareholder 
theory is not without its shortcomings as one of the main challenges associated with 
shareholder theory relates to the problem of externalities, which are costs and benefits 
from any economic actions performed that do not feature into the calculation of costs 
or revenues of the organisation (Ming, 2014). In business, externalities can occur such 
that they become costs or benefits to third parties in any matter that is handled by 
organisations (Leal, Conly, Henderson & Manns, 2017). In South Africa, a report by 
the Department of Energy has indicated that air and water pollution have become 
some of the challenges which are facilitating global warming due to mass industrial 
activities (Business Tech, 2016). 
 
2.4.2. Stakeholder theory 
Opposing the shareholder theory is the stakeholder theory, which advocates the idea 
of providing for society’s discretionary expectations (Saleem et al., 2016). The 
theoretical framework of CSR has been largely centred on the stakeholder theory as 
the theory is regarded as an essential course in the execution of CSR (Parmar, 
Freeman, Harrison, Wicks & De Colle, 2010). This approach allows organisations to 
pinpoint the precise groups and people that an organisation can utilise and consider 
in its CSR initiatives (Boubaker & Nguyen, 2015). The stakeholder theory is the leading 
reference in CSR literature (Frynas & Stephens, 2014). This was originally detailed by 
Freeman (1984), who rejected the idea that organisations solely exist to serve the 




managed in a way that best attends to the interests of all stakeholders, not solely the 
financial investors (Freeman et al., 2010). Freeman (1984), defined the organisation’s 
stakeholders as all individual(s) that can that can be influenced by the actions of a 
business (Jensen & Sandstrom, 2011). 
 
Suliman, Al-Khatib and Thomas (2017) further divided stakeholders into primary and 
secondary stakeholders, with primary stakeholder groups being defined as those with 
authorised or contractual relations with the organisation, and secondary stakeholders 
are groups that have specific interests in the organisation. Therefore, shareholders, 
employees, customers and suppliers are recognised as primary stakeholders while 
parties such as the media, society, environmental organisations, competitors and 
other interest groups are secondary stakeholders as they can influence a relationship 
with one of the primary stakeholders (Mason & Simmons, 2014; Matuleviciene & 
Stravinskiene, 2015). 
 
Stakeholder theory places an emphasis on how the interaction with stakeholders 
creates value in an organisation (Parmar et al., 2010; Harrison & Wicks, 2013). In 
relation to this study, it is also imperative to note that employees are vital stakeholders 
in any organisation as their commitment greatly contributes towards the achievement 
of organisational goals (Harrison & Wicks, 2013). Yorkovich (2011) stated that 
employees are vital in an organisation as they create and deliver the products or 
services in which customers consume. When an organisation fails to nurture and/or 
antagonise its best employees, customer service is likely to suffer and adversely 
influence the organisation’s attractiveness in recruiting and retaining top talent at all 
levels (Wallace, Lings, Cameron & Sheldon, 2014). It is therefore important to 
acknowledge that employees are vital stakeholders within the organisation (Desson & 
Clouthier, 2010). 
 
Christensen, Mackey and Whetten (2014) stated that the stakeholder theory is 
frequently regarded as the opposite of shareholder theory. This theory takes into 
account all the characters or groups who impact or are impacted by an organisation, 
whilst the shareholder theory is based solely on those groups that have a financial 




contention behind the motivation of organisations to invest in CSR initiatives is derived 
from the field of the stakeholder theory (Freeman et al., 2010). 
 
Stakeholder theory suggests that how an organisational survives and its success 
depends on satisfying both its economic and non-economic goals (Lima & Greenwood, 
2017). In this manner, profit maximisation is the economic objective, while CSP is the 
non-economic goal, which are expected by the stakeholders (Lee, Singal & Kang, 
2013). Stakeholder theory put forward that the motivation of any organisation is to 
broaden its impact on the environment beyond maximising profits (Ioannis & Serafeim, 
2014). It is evident that various organisations embrace the idea of implementing CSR 
programmes as a way of promoting their socially responsible actions as well as certain 
policies and to effectively respond to the demands of their stakeholders (Tran, 2015). 
The motivation for fulfilling stakeholder desires stems from the need to address 
stakeholder needs can be linked with the organisation's survival through maintaining 
economic welfare, competitive advantages, the expansion of trust and loyalty among 
its intended audience (Boubaker & Nguyen, 2015). 
 
Just as with the shareholder theory, it can also be noted that the stakeholder theory is 
coupled with some significant disadvantages and it is noteworthy to mention that the 
existence of opposing interests inside and outside an organisation poses a challenge 
to the efficient management and running of the organisation (Cheers, 2011). 
Advocates of the stakeholder theory claim that the relationship between the 
organisation and the beneficiaries of its CSR initiatives bodes well for the organisation 
as well as the community it conducts business in (Zhao, 2014). Detractors of the 
stakeholder theory argue that this relationship involves the promotion of the interests 
of one group above others (Cheers, 2011). In this manner, shareholders desire high 
returns on their investment into the organisations through capital gains and dividends 
with minimal risk, whereas the organisation’s clients demand quality products at the 
lowest possible prices coupled with outstanding service (Cheers, 2011). Internal 
stakeholders such as employees would like competitive salaries, exceptional working 
conditions as well as value-added benefits that would motivate them to commit to the 
organisation (Mabindisa, 2013). It is imperative to note that these are some of the 
challenging demands of stakeholders that make the stakeholder theory to be regarded 




challenge for organisations to manage and balance these needs as certain 
stakeholders would be satisfied at the expense of others (Cheers, 2011).  
 
2.4.3. Corporate citizenship theory 
The corporate citizenship theory is an alternative theory that explains the concept of 
CSR and how CSR contributes to employees’ organisational commitment (Prutina, 
2016). This theory views businesses as rightful citizens of society, with particular rights 
and responsibilities (Crane, Matten & Moon, 2010). Organisations are considered the 
most important economic institutions that affect communities (Ablander & Curbach, 
2013). 
 
The corporate citizen theory concerns itself with power and position of organisations 
within the communities they operate in (Tran, 2015). This theory states that an 
organisation is a social institution that has the power to positively influence the 
environments in which it operates (Abiodun, 2012). This therefore implies that 
organisations possess social power, which comes with the expectations of being 
socially responsible – should the organisation fail to use that power responsibly then 
it will lose that power (Hussain & Moriarty, 2018). This approach also focuses on the 
CSP, which places an emphasis on outcomes and results (Chapola, 2016). Supporters 
and critics of corporate citizenship have defined this approach as the act where 
organisations take more responsibilities towards their social, environmental and 
financial impact in areas they operate in (Smith, 2011). 
 
In sum, CSR theories and approaches focus on and highlight four key themes, which 
are long-lasting profit growth in organisations, the responsible use of power, social 
demand integration and empowering societies they operate in. 
 
2.5. Motivation/benefits of CSR 
From a social identification perspective, empirical studies indicate that CSR can be a 
potent tool for firms to increase employee job satisfaction, organisational commitment 
and retaining talent (Geldenhuys, Laba & Venter, 2014). This study explores the intra-




work and their organisations in terms of intrinsic motivation, organisational trust and 
job satisfaction. 
 
Eccles, Ioannou and Serafeim (2012) suggested that CSR may be perceived as a 
strategic investment whereby organisations produce extensive business-related 
benefits. The discussion below looks at some of the major benefits, though not 
exhaustive, associated with CSR that motivates organisations to have CSR initiatives. 
 
2.5.1. Reputation and corporate image 
Organisational image refers to “the net results of the interaction of all the experiences, 
impressions, beliefs, feelings and knowledge that people have about a specific 
company” (Keuper & Leug, 2013:335). Organisational image / brand image is often 
used by stakeholders as a foundation for decision making and their interactions with 
any brand or organisation (Van der Merwe, 2013). This suggests that organisational 
image remains vital and an intangible valuable asset that organisations need to 
maintain in order to stay relevant and finally attain a competitive advantage (Madhani, 
2012). Recent studies (Madhani, 2012; Keuper & Leug, 2013; Van der Merwe, 2013; 
Moroșan, Grosu & Zubaș, 2016), highlighted how organisational involvement in social 
causes is creating positive relationships with an organisation’s stakeholders, which 
contributes towards the reputation and image of an organisation. Tran (2015) stated 
that organisations have displayed a zeal to report on their CSR plans and activities 
with the strategic intention of enhancing their brand/organisational image. It is 
imperative to note that the involvement of organisations in CSR initiatives allows it to 
accumulate benefits associated with being seen as socially responsible, and in turn 
the organisation attaches a degree of significance to announcing its CSR activities, 
notwithstanding utilising distinctive media channels to impart its initiatives to 
stakeholders (Vrontis & Thrassou, 2013). 
 
Richardson, (2014) mentioned that in today’s reputation economy, what an 
organisation stands for, or its practices and involvement in giving back to the 
community, determines its success. A favourable reputation has been recognised as 
raising workers' resolve, expanding profitability, enhancing recruitment and retention 





Van der Merwe (2013) observed that employees use organisational image to evaluate 
their identification with the organisation and assess how they are judged by external 
stakeholders. Organisational image encompasses an extensive variety of impressions 
of an organisation’s activities and consequently employees largely consider an 
organisation’s CSR activities when developing organisational images of it (Hameed, 
Riaz, Arain & Farood, 2016). Organisations that engage in CSR activities will promote 
a positive ideology through their participation in addressing social causes, which will 
strategically lead to greater employee satisfaction (Tziner, Oren, Yaki & Gal, 2011).  
 
CSR can thus be a vital tool that creates benefits for organisations (Rangan, Chase & 
Karim, 2012; Ablander & Curbach, 2013; Van der Merwe, 2013; Chandler & Werther, 
2014). Hopkins (2012) observed that CSR results in favourable long-term effects and 
serves as a competitive strategic tactic to maintaining an organisation’s favourable 
reputation. An investigation into the perception of employees indicated that 62% of 
employees support ideas of organisations being involved in CSR initiatives as such 
organisations are regarded as good corporate citizens, which shows that CSR is a 
driving force that increases employees’ commitment (Van der Merwe, 2013; Hameed 
et al., 2016). 
 
2.5.2. Employee motivation 
Employee motivation is one of the most important management topics to be linked 
with the CSR concept (Tonello, 2011; Richardson, 2014). Organisations use 
motivation to inspire their employees in order to achieve their objectives (Dutt, 2009). 
Berg (2015) defines motivation as forces that act within people that enables them to 
act in an explicit manner in order to reach their stated objective. Motivation can be 
intrinsic motivation or extrinsic (Van der Werff, Steg & Keizer, 2013). Van der Werff, 
Steg and Keizer (2013), stated that intrinsic motivation is a situation where a person 
completes a task without receiving any separable reward for completing the task. 
Extrinsic motivation, however, is doing a task so as to get a separable reward or 






An organisation’s socially responsible behaviour is established to have a favourable 
influence on “employee commitment, job satisfaction, trust, loyalty, company image 
and motivates people to choose that organisation as the employer” (Skudiene & 
Aurukeviciene, 2012:50). In addition, it also fortifies staff members’ self-image, helps 
to identify themselves with the specific organisation, accomplishes the need for 
belonging and membership, positively affects employee commitment, impacts 
employees’ inclination to initiate, play a part and contribute social change initiatives, 
and ultimately increase the employee morale (Stinglhamber, Marique, Caesens, 
Desmette, Hansez, Hanin and Bertrand, 2015). 
  
Hénard and Roseveare (2012) asserted that the leading challenge for management in 
contemporary business society is based on inspiring employees (especially skilled 
professionals) with a competitive offer and improve services according to customers’ 
viewpoint. The role of management in an organisation is to satisfy employees and to 
combine their benefits with their work by providing motivation, which greatly affects 
their career growth and positively influences job satisfaction (Azeez, Ilesanmi & 
Adeoye, 2016). Motivation is an effective driving force in an organisation as motivated 
employees are constantly resourceful and self-driven in their jobs (Napolitano, 2014). 
Therefore, an organisation should appreciate employees and formulate the 
procedures to accomplish the said target (Manzoor, 2011). Extrinsic motivation keeps 
a person on job, but intrinsic motivation boosts employees to perform their activities 
more accurately (Rizwan, Shahid, Shafiq, Tabassum, Bari, & Umer, 2013). 
 
2.5.3. CSR influence on financial performance 
CSR is also associated with financial benefits for organisations (Flammer, 2015). 
Petkeviciene (2015) proposes an organisation’s CSR initiatives has a number of 
benefits, namely organisational image and reputation, employee motivation, retaining 
and recruiting of top talent, cost-effectiveness, revenue increase and CSR as a 
strategic instrument for risk reduction and mitigation. With relation to company image 
and reputation, Van der Merwe (2013) affirms that image and reputation have the 
potential to impact the competitiveness of an organisation and therefore benefit the 
organisation financially. CSR has been perceived to have a favourable influence on 




Merwe, 2013). In terms of staff member motivation, retention and recruitment, the 
constructive outcomes could be a consequence of enhanced reputation (Van der 
Merwe, 2013). Though, CSR could also enhance the motivation of those employees 
who are enthused by a more desirable working environment, by taking part in altruistic 
initiatives (Elnaga & Imran, 2013). Employee motivation and retention can enhance 
productivity and curtail costs that come as result of inefficiencies (Elnaga & Imran, 
2013) and the organisation could be more attractive to high performing talent (van der 
Merwe, 2013).  
 
In relation to cost savings, Ford and Despeisse (2016), pointed that employing a 
sustainable strategy will enhance resource efficiency, time savings and energy usage, 
which can result in reduced costs. This has potential to create a favourable customer 
reaction as they benefit from these cost savings or improvement of products (Bratenius 
& Melin, 2015). This implies that advantages related to CSR can be attained indirectly 
by having an enhanced organisational image or “directly through a CSR specific 
product or service” (Bratenius & Melin, 2015). Moreover, CSR can decrease the 
danger of undesirable publicity or NGO-related pressure to be a responsible corporate 
citizen (Bratenius & Melin, 2015).  
 
2.6. Understanding the influence of CSR on employee commitment 
This study is interested in examining the influence that corporate social responsibility 
has on employee commitment in Gauteng-based organisations. Based on the 
literature reviewed above, the study proposes a conceptual framework – refer to 
Figure 1 below – that may help to explain the extent to which CSR has an influence 
on employee commitment to their organisation. According to the model, it is proposed 
that CSR influences job satisfaction, levels of intrinsic motivation and organisational 
trust, which in turn has an influence on the commitment to an organisation. 
 
Chang (2015) suggests that organisations hat proactively take part in CSR exercises 
and take into consideration the interests of all stakeholders normally gain support and 
trust from internal stakeholders such as employees. This idea gained support from 
Lee, Park and Lee (2013), who specified that CSR has a positive effect on employee 




market. Jiang, Johnny & Wong (2016) supported this notion by stating that greater job 
satisfaction may lead to superior employee commitment to organisational objectives 
and principles. Kehoe and Wright (2013), also affirmed that the involvement of 
employees in CSR is vital for employee satisfaction, which is relevant to organisational 
performance and organisational commitment. 
 
 
Figure 2.1. Proposed conceptual framework  
 
The social exchange theory advocates that employees’ loyalty is built on their view of 
the value and benefit they get from being part of the organisation (Cook, Cheshire, 
Rice & Nakagawa, 2013). Organisational commitment, more precisely the affective 
constituent that is employees’ emotional connection with their organisation, has been 
found to decrease malingering and staff resignations in addition to improving the staff’s 
quality of work (Dixit & Bhati, 2012). Organisational support theory demonstrates that 
affective commitment is a consequence of employees' view of how they are regarded 
and treated at work (Kurtessis, Eisenberger, Ford, Buffardi, Stewart & Adis, 2015). 
“Based on the organisational support theory, it would be expected that socially 
responsible practices towards employees result in affective organisational 
commitment” (Prutina, 2015:229). It is worthwhile to scrutinise the influence of CSR 
on employee commitment at a Gauteng-based organisation, as literature exploring 






2.6.1. Relationship between CSR and employee intrinsic motivation 
It is argued that an individual is intrinsically motivated if they do not receive any 
perceptible benefit, but seek a sense of pleasure and gratification, interest, individual 
challenge or self-expression in the actual task (Nduka, 2016). Seivwright and 
Unsworth (2016) postulated that socially responsible organisations affect employees’ 
inclination to start, join and contribute to social change initiatives. Moreover, Epstein 
and Buhovac (2014) stated that employee activities are utilised as a strategic device 
in order to inspire and increase the cooperation and improve the interactions amongst 
employees, which results in a better working environment. CSR assists employees to 
gratify their emotional desire to belonging as it promotes social relationships within the 
organisations (Hameed et al., 2016). 
 
Vizzuso (2015) analysed the influence of CSR within organisations and found it to be 
positively correlated with intrinsic employee motivation. Agarwal, Yadav and Acharya 
(2014) also established that CSR initiatives influence intrinsic motivation amongst 
employees positively. Jacobs, Renard and Snelgar (2014) suggested that employees 
who intrinsically motivated feel that their work is essential and seen to have a 
favourable influence on the external environment. It is noteworthy to state that the 
organisation’s CSR initiatives that affect the external environment have a positive 
influence on employees’ intrinsic motivation (Smith, 2011). This study therefore 
hypotheses that: 
 
H1: CSR has a positive influence on intrinsic motivation. 
 
2.6.2. Association between CSR and job satisfaction 
Locke (1976) defined job satisfaction as a pleasant otherwise optimistic emotional 
state ensuing from the assessment of an individual’s job or work experiences (Skaalvik 
& Skaalvik, 2014). When defined as an outlook, job satisfaction can be considered as 
a positive or negative assessment one makes about an individual’s occupation or work 
condition (Rayton & Yalabik, 2014). Judge and Kammeyer-Mueller (2012) argued that 
the assessment that employees make is linked to their emotions and attitude towards 





Job satisfaction is susceptible to an organisation’s activities, including those that have 
a bearing on CSR (Bauman & Skitka, 2012). Actions that benefit stakeholders can 
result in affirmative feelings among employees, such as pride, enthusiasm, enjoyment, 
and fulfilment (Levene, 2015). Contrariwise, actions that have an undesirable effect 
on stakeholders can result in antagonistic sentiments among employees, such as 
humiliation, fury and anxiety (Onkila & siltaoj, 2015). Therefore, it can be said that 
organisations can use CSR to promote a good brand/organisational image and 
generate greater employee satisfaction, which are factors that positively affect 
organisational outcomes (Van der Merwe, 2013). 
 
Socially responsible organisations are considered attractive because employees are 
proud of being affiliated with organisations that are committed to sustainable CSR 
practices (Thorpe, 2013). Prutina (2016) argued that potential employees anticipate 
that socially responsible organisations will treat them fairly and that the organisation 
is aligned with their personal values. Additionally, organisations that are committed to 
the implementation of CSR are more likely to have a good organisational culture 
(Prutina, 2016), which enables such organisations to attract and retain top talent 
(Poole, 2017).  
 
Bauman and Skitka (2012) argued that the existence of CSR has potential to elicit 
favourable behaviour from employees. They further asserted that CSR promotes 
employee satisfaction. Onkila & siltaoj (2015) also stated that organisations with CSR 
initiatives are likely to induce positive feelings such as increased self-confidence, 
greater identification with the organisation, and congruence with the organisation’s 
beliefs. Employees who have a positive outlook towards their organisations will be all 
the more eager to coordinate their conduct towards activities that are in accordance 
with the objectives and values of their organisation Onkila & siltaoj (2015). 
 
The organisation’s CSR bolsters employees’ job satisfaction, which leads to superior 
job performance (Tran, 2015). Therefore, organisations associated with being socially 
responsible are more likely to attract incredibly skilled employees, coupled with lower 
staff turnover, soliciting intrinsic motivation and ultimately promoting employee 




committed to CSR issues are more likely to induce positive assessments of their own 
job or job situation. Equally, a negligent attitude towards CSR may create negative 
employee assessments of the organisation (Bersin, 2014). Accordingly, it is 
anticipated that perceived CSR would have a positive influence on job satisfaction, 
which leads to the second hypothesis: 
 
H2: CSR has a positive influence on job satisfaction. 
 
2.6.3. Connection between CSR and organisational trust 
Organisational trust refers to the positive beliefs of an organisation’s staff members 
regarding their capability, dependability and goodwill, which encompasses both 
interpersonal and institutional trust (Nunkoo & Smith, 2015). Interpersonal trust is 
separated into two components, namely lateral and vertical trust (Fard & Karimi, 2015). 
Lateral trust is classified as the trust of peer colleagues in each other and vertical trust 
is the trust between managers and their subordinates in the organisation (Heyns & 
Jearey, 2013). Institutional trust makes reference to an individual’s conviction that the 
organisation is structured to nurture and help build the future of individuals (Fuglslang 
& Jagd, 2013). 
 
Organisational trust has become a vital force in the contemporary business 
environment as organisations hold steadfast the notion that trust has the ability to 
inspire collaboration among employees, teams and organisations (Van der Berg, 
2013). It is imperative that organisations and employees acknowledge the significance 
of trust as well as their individual part in fostering trust (Engelbrecht, Heine & Mahembe, 
2014).  
 
Engelbrecht et al. (2014) indicated that an organisation with trust among the 
employees is effective in promoting its objectives. Trust plays a vital part in 
consistency amongst humans and organisations alike (Tsai, 2011). Trust enables the 
organisation to focus on sustainable initiatives and can be an essential component for 





An organisation’s prosperity as well as its sustainability depends on a sturdy 
relationship between organisational and employee trust, as distrust has an adverse 
impact on the collaboration morale (Dietz & Gillespie, 2012). All organisational 
relations established are based on trust (Dietz & Gillespie, 2012). Lee et al. (2013) 
discovered that CSR has a positive and noteworthy effect on organisational trust and 
this trust has a positive and huge association with job satisfaction (Lee et al., 2013). 
This leads to the third hypothesis, which states that: 
 
H3: CSR has a positive influence on organisational trust. 
 
2.6.4. Rapport between job satisfaction and organisational commitment 
Meyer, Allen & Smith (1993) defined organisational commitment as “a psychological 
state that (a) characterizes the employee’s relationship with the organisation, and (b) 
has implications for the decision to continue or discontinue membership in the 
organization” (Boon & Kalshoven, 2014:403). Obalola, Aduloju and Olowokudejo 
(2012) suggested that organisational commitment has three prime components, which 
are: 1) the approval of the organisation's objectives and values, 2) a disposition to 
apply significant effort for the organisation’s growth, and 3) a strong wish to remain 
with the organisation. Korschun, Bhattacharya and Swain (2014) were of the view that 
an organisation’s commitment to CSR issues is an indication that it is responsible such 
that it can be termed as a good employer. Korschun et al. (2014) further indicated that 
people are likely to pursue employment with an organisation that has a sustainability 
report or positive CSR information. Barrena-Martinez, Lopez-Fernandez & Romero-
Fernandez (2017) supported this notion in their study, which highlighted that the 
millennial generation (people born between 1982 and 2000) would like to work for 
organisations that adopt ethical and responsible strategies in their CSR practices. 
Amabile and Kramer (2011) indicated that extremely committed employees want to 
stay within the organisation and contribute meaningfully towards its goals.  
 
Rayton and Yalabik (2014) suggested that job satisfaction impacts job behaviour and 
employee’s job performance. Mafini and Pooe (2013) claimed that job satisfaction is 




emphasised that job satisfaction has a profound direct influence on organisational 
commitment. This leads to the fourth hypothesis: 
 
H4: Job satisfaction has a positive influence on organisational commitment.  
 
2.6.5. Connection between intrinsic motivation and organisational commitment  
Choong, Wong and Lau (2011) indicated that intrinsic motivation has a favourable 
effect on employees’ commitment in academic institutions in Malaysia. Huang (2015) 
also discovered that a positive correlation exists between intrinsic motivation and 
organisational commitment in the Western culture. Andressen, Konradt and Neck 
(2012) mentioned that intrinsic motivation has a positive correlation with organisational 
commitment. Huang (2015) further mentioned that countries vary significantly in term 
of their social values, and therefore the link between intrinsic motivation and 
organisational commitment would be affected from country to country. Alhaji and 
Yusoff (2012) found that intrinsic motivation positively influences organisational culture, 
which in turn impacts organisational commitment in a positive manner. Yang (2013) 
further emphasised that the level of intrinsic motivation of the employee correlates with 
the employee’s degree of commitment to the organisation. This study therefore 
hypothesises that:  
 
H5: Employees who are intrinsically motivated will exhibit greater levels of commitment 
to the organisation. 
 
2.6.6. Relationship between organisational trust and organisational commitment 
Yener, Oskaybas and Dursun  (2014) stated that organisations are incapable of 
achieving their goals and objectives without the presence of trust. Yener et al. (2014) 
elaborated on these views by stating that trust is one of the most crucial elements in 
nurturing organisational commitment, which will result in renewed vigour to aid the 
organisation in reaching its objectives. Bute (2011) mentioned that organisational trust 
has a favourable influence on organisation commitment, while trust in the line manager 
impacts employee satisfaction favourably and stimulates creativity. Employees have 
a resilient loyalty to the organisation when their degree of trust in the organisation is 




organisational commitment are important in maintaining peak performance levels 
within the organisation and ensuring the attainment of desired results for the 
organisation (Bastug, Pala, Kumartasli, Gunel & Duyan, 2016). Therefore, the rapport 
between organisational trust and organisational commitment are crucial forces for 
organisational success (Bastug, Pala, Kumartasli, Gunel & Duyan, 2016). This study 
therefore hypothesises that: 
 
H6: Organisational trust influences employee commitment to the organisation 
favourably.  
 
2.7. Conclusion  
The goal of the chapter was to provide a review of literature on CSR. It started by 
providing a general idea of the concept of CSR. This led to the discussion of the 
definition using the constructs of CSR based on previous empirical and theoretical 
studies. The next section discussed the evolution of CSR, from the mid-20th century. 
This highlighted that CSR started as an abstract notion that was highly debated, 
however consensus has yet to be reached and the concept of CSR remains a 
contentious issue. There are various elements of CSR and these include legal, 
philanthropic, environmental and shareholder elements, amongst others. 
 
The chapter further explored the different theories of CSR and articulated the 
differences between shareholder, stakeholder and corporate citizen theories. The 
chapter then discussed the main motivations for organisations engaging in CSR 
initiatives.  
 
Finally, the chapter attempted to understand how CSR initiatives influence employee 
commitment. This subsection explored the direct relationship between CSR and job 
commitment, organisational trust and intrinsic motivation. The subsequent 
subsections went further to explore the link between job satisfaction, organisational 
trust and intrinsic motivation on employee commitment. The elements discussed in 
this subsection form the foundation of the questionnaire that was utilised for the 










Chapter Three: Research methodology 
3.1. Introduction 
The research design offers an outline of methods used to gather, evaluate and 
interpret data (Zikmund, 2003). Determining the most appropriate research design 
requires an in-depth understand of the research objectives and the information 
required to fulfil the objectives of the study (Zikmund, 2003). 
 
This chapter focuses on the research process with specific emphasis on the research 
philosophies, approaches and strategy. The chapter proceeds into discussing the 
study population, sampling techniques, data collection instruments, data analysis 
methods, reliability as well as the ethical considerations. The study uses the 
framework to unpack the research process, as publicised by Saunders et al. (2012). 
 
 
Figure 3.1. Research Onion (Saunders et al, 2012). 
 
  
3.2. Research philosophies 
The research philosophy is also referred to as the research paradigm, which indicates 
a worldview: a manner in which data must be collected, analysed and utilised (Joubish, 
Khurram, Ahmed, Fatima & Haider, 2011). There are various research paradigms that 




pragmatism, however most business research studies utilise either positivism or 
interpretivism (Saunders et al., 2012). The research paradigm of interest to this study 
is positivism philosophy. Positivism entails “working with an observable social reality 
and that the end product of such research can be law-like generalisations similar to 
those produced by the physical and natural scientists” (Saunders et al, 2012: 113). 
This research philosophy aided the study to realise its intended objectives of 
examining the relationship between CSR and organisational commitment. 
 
3.3. Research approaches 
The research approach follows the research philosophy, as indicated in Figure 3.1. 
The image indicates that there are generally two research approaches, namely 
deductive and inductive reasoning (Saunders et al, 2012). An inductive approach 
entails observing, collecting and analysing information to cultivate a theory or 
inference as a consequence of the data collected (Saunders et al, 2012), while a 
deductive approach begins with the formulation of a hypotheses and using the data 
collected to verify or nullify the hypotheses formulated (Creswell, 2014). This study will 
follow a deductive approach as it has formulated hypotheses, which need to be tested, 
based on the research available, as indicated in the literature review in Chapter 2. 
 
3.4. Research strategy 
Research strategies are concerned with how data collection is conducted (Saunders 
et al., 2012). Saunders et al. (2012) identified research strategies in the “research 
onion”, which include “experiment, survey, case study, action research, grounded 
theory, ethnography and archival research”. Hair, Ringle & Sarstedt (2013) articulated 
survey research as procedures for gathering a considerable amount of data from a 
substantial portion of the population through the use of personal interviews or 
questionnaires. This study utilised a survey strategy using a paper-based self-
administered questionnaire. The study made use of a structured questionnaire with 
closed-ended response options to make it easier for the respondents to participate in 
the study. The selected strategy enabled the researcher to explore the connection 





3.5. Time horizons 
There are generally two time horizons in research, namely cross-sectional and 
longitudinal time horizons (Saunders et al., 2012). The data in this study was collected 
at a specific time, therefore providing a “snapshot” of the respondents’ perception of 
CSR at a specific time (Saunders et al., 2012). The cross-sectional method was 
selected given the time constrains associated with academic studies, as highlighted 
by Saunders et al. (2012).  
 
3.6. Techniques and procedures 
3.6.1. Study population 
The study population is defined as a definite cohort of people who have certain 
characteristics in common, whom are supposed to be represented by the sample of the 
study (Zikmund & Babin, 2010). The target population of this study was adults (over 18 
years) employed in Gauteng Province who were in the employ of an organisation that had 
CSR initiatives. 
 
3.6.2. Sampling technique 
There are two chief techniques for sampling, namely probability and non-probability 
sampling (Saunders et al, 2012). Probability sampling is the “selection of sampling 
techniques in which the chance, or probability, of each case being selected from the 
population is known and is not zero” (Saunders et al., 2012:629), while non-probability 
is the sampling technique whereby the opportunity of selecting anyone from the target 
population is unknown (Zikmund & Babin, 2010). Non-probability convenience 
sampling was utilised in this study on the basis of it being easier to attain the 
respondents in a cost-effective manner for the researcher. However, Churchill and 
Iacobucci (2010) admonished that convenience sampling is at the discretion of the 
researcher, which gives rise to researcher bias. The data was collected through a 
paper aided personal interview, through the network of the author namely in the 
banking precinct in Sandton and Steyn City in Fourways, as these were the places 





3.6.3. Data collection instrument 
The study used a self-administered structured questionnaire with only five-point Likert 
scales on all the statements. The instrument was designed to measure the constructs 
of CSR, job satisfaction, intrinsic motivation, organisational trust as well as 
organisational commitment. All the questions included in this study emanated from the 
literature and it was meant to realise the objectives of the study. The items utilised in 
the study were a result of reviewing other studies that investigated Corporate Social 
Responsibility. The questionnaire is attached as Appendix 7.2.  
 
The questionnaire utilised in the study was distributed into two sections. The first 
focused on background characteristics such as age, race, sex, levels of education, 
industry of employment and position in the organisation, as all respondents in the 
study were employed. The second section aimed at understanding the relationship 
between of the constructs of interest to the study, namely CSR, intrinsic motivation, 
job satisfaction, organisational trust and organisational commitment. 
 
3.6.4. Data analysis 
The Statistical Package for Social Sciences (SPSS) was applied to scrutinise the data 
collected. The study utilised the services of Liezel Korf Associates (LKA) to help to 
analyse the data. In this study, descriptive statistics, correlation analysis, regression 
analysis, one-way ANOVA, t-test and post hoc tests were utilised to analyse the data. 
Prior to analysing the findings, the constructs needed to be tested for reliability by 
using Cronbach’s alpha coefficients. 
 
3.6.4.1. Reliability 
Reliability is concerned with internal consistency of research instruments (Saunders 
et al, 2012). Saunders et al. (2012), specified that there are numerous ways for 
gauging internal consistency of constructs, with Cronbach’s alpha coefficients being 
one of the most utilised methods. This study also used the Cronbach’s alpha 





3.6.4.2. Descriptive statistics 
Descriptive statistics were utilised in order to examine the constructs and their relation 
to each other, or not (Blanche, Durrheim & Painter, 2008). Saunders et al. (2012) 
stated that descriptive statistics allow for the description and comparison of results 
numerically. Descriptive statistics were utilised to understand the frequency 
distribution of data and the meaning thereof. 
  
3.6.4.3. Regression analysis 
Regression analysis is a statistical technique employed to analyse the linear 
relationship between one or more dependent variables and an independent variable 
(Mooi & Sarstedt, 2011). Regression analysis was utilised to analyse the relationship 




A t-test is a “statistical test to determine the probability that the values of two numerical 
data variables collected for the same cases are different” (Saunders et al., 2012: 488). 
This study made use of an independent sample t-test to analyse the differences 
between male and females. 
 
3.6.4.5. Analysis of variance (ANOVA) 
Saunders et al. (2012) defined analysis of variance (ANOVA) as a statistical test to 
establish the multiple (three or more) data variables of groups that are considered 
different. ANOVA was utilised for variables age, level of position in the organisation as 
well as level of qualification. Post hoc tests were employed to further examine the 
variance within the variables. 
 
3.6.5. Ethical consideration 
This study considered the following ethical matters in gathering the data. The data 
collection was guided by the ethical guidelines as set out by the University of 
Johannesburg as well as the South African Market Research Association (SAMRA). 






• Respect for respondents: All respondents were treated with respect as 
human beings, and the study did not exploit anyone, especially vulnerable 
members of society. All efforts were taken to ensure that the dignity of 
respondents was not violated. The cover letter of the attached the questionnaire, 
clearly explains the objectives of the study (see Appendix 7.1).  
 
• Informed consent: All research studies carry an inherent risk and it was 
therefore imperative that the respondents provide informed consent to take part 
in the study and comprehend that they could end the examination whenever 
they want without any repercussions, in any way, shape or form (see Appendix 
7.1 and 7.2).  
 
• Limiting respondent risk: Care was taken when designing the questionnaire 
to limit the adverse effects related to participating in research study. The study 
tried to eliminate questions that could potentially embarrass the respondent, 
such as income figures. 
 
• Anonymity and confidentiality: The research instrument did not provide room 
for any identification information to be captured, such as names, surnames, 
identification numbers, amongst other personal identifiers. This was done 
intentionally in an effort to safeguard the respondents’ identity. It was 
communicated that all responses would be used for statistical purposes, and 
that the exclusion of personal identifiers ensured that all responses would stay 
private and would just be utilised for statistical purposes.  
 
3.7. Conclusion 
This chapter covered the research method used to realise the goals of the study. The 
“research onion” was the framework used in this study, which covered the research 
philosophy, approach, strategy and time horizons (Saunders et al, 2012). The chapter 
further elaborated on the techniques and procedures utilised in this study, which 




instrument as well as an in-depth discussion of data analysis, followed by the study’s 




Chapter Four: Findings and discussion 
4.1. Introduction 
The previous chapter provided a framework of the research methodology of this study. 
The chapter highlighted all the important areas in the methodology, such as research 
philosophies, research approach, research strategy, methodological choice, time 
horizons and data analysis techniques used. This chapter articulates the research 
findings and discussions derived from the questionnaire that was administered. This 
chapter has five sections. The first section discusses the reliability of the constructs, 
followed by the demographic breakdown of the respondents who participated in the 
study. The third section discusses the hypotheses tested in the study, followed by a 
further analysis and discussion of the findings, prior to the conclusion. 
 
4.2. Reliability of constructs 
4.2.1. Reliability of scales 
As indicated in the previous chapter, Cronbach’s alpha coefficients were calculated as 
measures of internal consistency. These are reported below, together with the average 
inter-item correlations per scale. Bryman (2012), stated that Cronbach’s alpha 
coefficients of 0.70 and above are generally accepted to denote a good level of internal 
consistency.  
 
The following scales were used in the questionnaire: 
• Corporate social responsibility (seven question items) 
• Intrinsic motivation (five question items) 
• Organisational trust (four question items) 
• Job satisfaction (four question items) 
• Organisational commitment (eight question items) 
 





Table 4.1 indicates that the first three scales reach the required reliability benchmark 
of 0.7. Average inter-item correlations are just above the required guideline of 0.5, but 
not so high to suggest item redundancy (Bryman, 2012). Organisational commitment 
is the only scale where items had to be reversed, and its reliability is somewhat below 
the recommended guideline. Lowenthal (2001), however, retorts that an alpha 
coefficient of 0.6 could be acceptable.  
 
4.3. Demographics of the study 
The study had a response rate of 65.74% as approximately 648 survey forms were 
distributed to potential respondents, but only 426 questionnaires were completed. This 
study intended to receive 400 employed respondents and received 426 completed 
questionnaires. The sample had an equal split between male and female, as illustrated 
in Table 4.2. 
 
Table 4.2. Gender distribution 
 
63.1% of the sample were black, 15.5% of the respondents were Coloured, followed 
by Indian (11.5%) and white (9.9%), as indicated in Table 4.3. 
 
Table 4.3 Sample distribution by race 
Scale Number of items Cronbach’s Alpha 
CSR  7 0,880 
Intrinsic motivation  5 0,871 
Job satisfaction  4 0,831 
Organisational commitment  8 0,631 
Organisational trust  4 0,594 
 
 Frequency Percent Valid percent 
Cumulative 
percent 
Valid Female 213 50.0 50.0 50.0 
Male 213 50.0 50.0 100.0 






The largest single age group was people between 26 and 30 years (39.2%). Just under 
a quarter (23.9%) of the sample were between the ages of 31 and 35, while a further 
16.9% were between the ages of 18 and 25. As depicted in Table 4.4, 12.7% of the 
research participants (respondents) were between 36 and 40 years old, while the 
remainder of the sample (7.3%) were over the age of 40 years. 
 
Table 4.4. Age distribution of the study sample 
 
As illustrated in Figure 4.1, 49.3% of the sample were people with an undergraduate 
qualification; 26.5% were people with a matric; 16.2% had a postgraduate qualification; 
while only 8% of the respondents did not have matric. 
 
 Frequency Percent Valid percent 
Cumulative 
percent 
Valid Black 269 63.1 63.1 63.1 
Coloured 66 15.5 15.5 78.6 
Indian 49 11.5 11.5 90.1 
White 42 9.9 9.9 100.0 
Total 426 100.0 100.0  
 
 Frequency Percent Valid percent 
Cumulative 
percent 
Valid 18 - 25 72 16.9 16.9 16.9 
26 - 30 167 39.2 39.2 56.1 
31 - 35 102 23.9 23.9 80.0 
36 - 40 54 12.7 12.7 92.7 
40+ 31 7.3 7.3 100.0 






Figure 4.1. Level of qualification 
 
As indicated in Table 4.5, 100% of the respondents were employed by Gauteng-based 
organisations. Respondents were well spread between different positions in the 
organisations. Equal groups (23%) were part of Junior Management and Semi-Skilled 
labour respectively. Middle Management comprised 19.2% of the sample, followed by 
13.1% in Senior Management. Only 9.4 % of the sample held positions at the 
Executive Management level. 
 
Table 4.5. Respondents’ position in their organisation 
 
 
 Frequency Percent Valid percent 
Cumulative 
percent 
Valid Executive Management 40 9.4 9.4 9.4 
Junior Management 98 23.0 23.0 32.4 
Middle Management 82 19.2 19.2 51.6 
Other 52 12.2 12.2 63.8 
Semi-Skilled 98 23.0 23.0 86.9 
Senior Management 56 13.1 13.1 100.0 





4.4. Descriptive statistics 
Results on the descriptive data analysis undertaken on constructs associated with the 
research study are reported on in this section. 
 
4.4.1. Corporate social responsibility 
The questionnaire consisted of seven questions aimed at ascertaining the 
respondents’ perception regarding their organisation’s levels of social responsibility. 
The respondents were requested to indicate their level of agreement or disagreement 
with the use of a five-point Likert scale. The findings are reported in Table 4.6. 
 





Table 4.6 indicates the construct items of CSR. Of the respondents, 71.8% either 
agreed or strongly agreed on the first item of the CSR construct, i.e. the company is 
a good company, and a quarter (25.1%) of the respondents were neutral about this 
statement. The mean value for this statement was 3.97.  
Items for the CSR Constructs Level of agreement Frequency Percent Mean 
The company is a good company Strongly disagree 2 0.5 
3.97 
Disagree 11 2.6 
Neutral 107 25.1 
Agree 185 43.4 
Strongly agree 121 28.4 
My company behaves socially 
responsible 
Strongly disagree 4 0.9 
3.94 
Disagree 17 4.0 
Neutral 102 23.9 
Agree 181 42.5 
Strongly agree 122 28.6 
My company helps South African 
communities 
Strongly disagree 2 0.5 
4.07 
Disagree 10 2.3 
Neutral 100 23.5 
Agree 158 37.1 
Strongly agree 156 36.6 
My company treats people well Strongly disagree 2 0.5 
4.07 
Disagree 22 5.2 
Neutral 90 21.1 
Agree 141 33.1 
Strongly agree 171 40.1 
My company cares about the 
communities it does business 
where it does business 
Strongly disagree 5 1.2 
3.89 
Disagree 11 2.6 
Neutral 129 30.3 
Agree 161 37.8 
Strongly agree 120 28.2 
My company cares about the 
environment 
Strongly disagree 2 0.5 
3.96 
Disagree 9 2.1 
Neutral 120 28.2 
Agree 170 39.9 
Strongly agree 125 29.3 
My company does what it 
promises to do in the community 
Strongly disagree 2 0.5 
4.08 
Disagree 11 2.6 
Neutral 87 20.4 
Agree 177 41.5 






With regard to the second item of the CSR construct, i.e. my company behaves 
socially responsible, 71.1% of the participants revealed that they agree or strongly 
agree with the item statement and 23.9% found their organisation to be neutral on this 
item. This statement had the second highest negative endorsement, 4.9%. The mean 
value for this item was 3.94.  
 
The company helps South African communities was the third item of the CSR 
constructs. This item was the second highest endorsed statement on the CSR 
constructs, with 73.2% of the respondents indicating that they agree or strongly agree 
with the statement, while 23.5% were neutral. The mean value for this item was 4.07.  
 
Of the respondents, 73.2% either agreed or strongly agreed that their company treats 
people well and 21.1% felt that their company neither treats people well nor treats 
them badly. This item had the highest levels of respondents who either disagreed or 
strongly disagreed, 5.6%, however the actual percentage is still relatively low. The 
mean value for this statement was 4.07. 
 
With regard to the fifth item, i.e. my company cares about the communities where 
it does business, approximately two thirds (66%) of respondents agreed or strongly 
agreed with the statement and 30.3% of the participants regarded their companies to 
be neutral with regard to this statement. The mean value of this item is 3.89.  
 
Of the respondents, 69.2% perceived their company to care about the environment, 
while 28.2% did not agree nor disagree. The sixth item had a mean value of 3.96.  
 
My company does what it promises to do in the community was the last item in 
the CSR construct. This statement was the most endorsed with 76.5% of the 
respondents indicating that they agree or strongly agree that their organisation does 
what it promises to do in the community. A fifth (20.4%) had neutral perceptions 
regarding this item. The mean value was 4.08 for this item, the highest of all the items 
of CSR. 
 





4.4.2. Intrinsic motivation 
Table 4.7 depicts the items that contribute to the intrinsic motivation construct. 
 
Table 4.7. Frequency distribution of intrinsic motivation items 
 
The results depicted in Table 4.7. above indicate that the approximately three quarters 
(75.4%) of the respondents agree or strongly agree that working for the company is 
enjoyable and 20.9% indicated that it is neither enjoyable nor unpleasant. The mean 
value for this item is 3.99. 
Items for intrinsic 
motivation  Level of agreement Frequency Percent Mean  
Working for this company 
is enjoyable 
Strongly disagree 3 0.7 
3.99 
Disagree 13 3.1 
Neutral 89 20.9 
Agree 203 47.7 
Strongly agree 118 27.7 
My job gives me a feeling 
of purpose 
Strongly disagree 2 0.5 
3.99 
Disagree 18 4.2 
Neutral 87 20.4 
Agree 193 45.3 
Strongly agree 126 29.6 
My job is meaningful Strongly disagree 2 0.5 
3.95 
Disagree 23 5.4 
Neutral 106 24.9 
Agree 160 37.6 
Strongly agree 135 31.7 
I find my job to be 
interesting 
Disagree 22 5.2 
3.96 
Neutral 88 20.7 
Agree 202 47.4 
Strongly agree 114 26.8 
My job is exciting Strongly disagree 5 1.2 
4.05 
Disagree 25 5.9 
Neutral 63 14.8 
Agree 184 43.2 
Strongly agree 149 35.0 
I find my job to be inspiring Disagree 16 3.8 
4.13 
Neutral 82 19.2 
Agree 157 36.9 






The second item for the intrinsic motivation construct, i.e. my job gives me a feeling 
of purpose, has scores comparable to that of the first item. Of the participants, 74.9% 
indicated that they agree or strongly agree that their job provides them with a feeling 
of purpose and 20.4% were neutral regarding this item. The mean value for this item 
is equal to that of the first statement, 3.99. 
 
The third item had the least amount (69.2%) of respondents agreeing or strongly 
agreeing with it, i.e. my job is meaningful. Approximately a quarter (24.9%) of the 
respondents indicated that they have neutral sentiments regarding this item. This item 
has a mean value of 3.96, which is the lowest of all the items in the intrinsic motivation 
construct. 
 
Of the respondents, 74.2% find their jobs to be interesting and 20.7% indicated 
neutral sentiments towards this statement. The fourth item of the intrinsic motivation 
had a mean score of 3.96. 
 
My job is exciting was the fifth item of the construct of intrinsic motivation. This 
statement elicited strong emotions as it has both the highest endorsers of both positive 
(agree or strongly agree), 78.2%, as well as negative (disagree or strongly disagree), 
7%, with the least amount of respondents perceiving it neutral –14.8% of all the items. 
The mean score for this item was 4.05, which was the second highest mean value. 
 
The final item of the intrinsic motivation construct was I find my job to be inspiring, 
which had the highest mean score, 4.13. Of the participants, 77% indicated that they 
agree or strongly agree with the statement, while 19.2% held neutral sentiments. Only 
3.8% disagreed with the statement, while none of the respondents strongly disagreed 
with it. 
 







4.4.3. Organisational trust 
The results of the organisational trust construct are presented in Table 4.8. 
 
Table 4.8. Frequency distribution for organisational trust 
 
The table (4.8.) indicates the items of organisational trust. The first statement of 
organisational trust is my company is honest in its dealings. Approximately two 
thirds (66.9%) of the respondents agree or strongly agree that their company is honest 
in its dealings, while 4.7% disagree or strongly disagree with this statement. The 
remaining 28.4% of the respondents neither agree nor disagree with this statement. 
The mean value for this item is 3.98, which is the lowest mean item score in the 
organisational trust construct. 
 
The second item in the organisational trust construct is my company keeps its 
commitments. Over three quarters (76.3%) of the respondents agree or strongly 
agree that their organisation keeps its commitments, while 3.8% disagree or strongly 
disagree with this statement. A fifth (20%) of the participants were not swayed in either 
direction. The mean value of this item was 4.11. 
Items for organisational trust Level of agreement Frequency Percent Mean 
My company is honest in its 
dealings 
Disagree 20 4.7 
3.98 
Neutral 121 28.4 
Agree 134 31.5 
Strongly agree 151 35.4 
My company keeps its 
commitments 
Disagree 16 3.8 
4.11 
Neutral 85 20.0 
Agree 161 37.8 
Strongly agree 164 38.5 
My company is a company 
of integrity 
Strongly disagree 4 0.9 
4.04 
Disagree 12 2.8 
Neutral 98 23.0 
Agree 159 37.3 
Strongly agree 153 35.9 
I feel that my company is 
trustworthy 
Strongly disagree 2 0.5 
4.18 
Disagree 4 0.9 
Neutral 98 23.0 
Agree 133 31.2 






73.2% of the respondents agreed or strongly agreed that their company is a 
company of integrity, while 23% of the respondents neither agreed nor disagreed 
with this statement. The mean score was 4.04 for the third item of organisational trust. 
 
The final item for organisational trust is I feel that my company is trustworthy and 
75.6% of the respondents agreed or strongly agreed that their organisation is 
trustworthy, while 23% were not swayed in either direction. The mean value was 4.18, 
the highest in this construct. 
 
The overall mean was 4.08, which indicates a positive sentiment towards 
organisational trust.  
 
4.4.4. Job satisfaction 
The findings of descriptive analysis regarding job satisfaction constructs are reported 
in Table 4.9. 
 
Table 4.9. Items for job satisfaction 
 
Items for job satisfaction Level of Agreement Frequency Percent Mean 
I am passionate about my job Strongly disagree 3 0.7 
3.90 
Disagree 40 9.4 
Neutral 80 18.8 
Agree 176 41.3 
Strongly agree 127 29.8 
Work is a real plus in my life Strongly disagree 10 2.3 
3.96 
Disagree 18 4.2 
Neutral 85 20.0 
Agree 178 41.8 
Strongly agree 135 31.7 
I am satisfied with my job Strongly disagree 11 2.6 
3.88 
Disagree 22 5.2 
Neutral 98 23.0 
Agree 169 39.7 
Strongly agree 126 29.6 
I look forward to going to work on 
Monday morning 
Strongly disagree 20 4.7 
3.62 
Disagree 47 11.0 
Neutral 137 32.2 
Agree 92 21.6 





I am passionate about my job was the first item of the job satisfaction construct and 
71.1% of the respondents indicated that they agree or strongly agree with the 
statement, 18.8% were neutral, while 10.1% disagreed or strongly disagreed with the 
statement. The mean score was 3.90. 
 
The second item, i.e. Work is a real plus in my life, had 73.5% of the respondents 
endorsing (agree or strongly agree) the statement, 20% of the respondents were 
neutral, while 6.6% of the sample disagreed or strongly disagreed with the statement. 
The mean value was 3.96 for this item. 
 
Of the respondents, 69.2% indicated that they are satisfied (agree or strongly agree) 
with their jobs, 23% were neither satisfied nor dissatisfied with their jobs, while 7.7% 
indicated that they disagree or strongly disagree with the statement. The mean value 
was 3.88 for this item. 
 
The final item of the job satisfaction construct was I look forward to going to work 
on Monday. This item was the least endorsed, with only 52.1% of the respondents 
agreeing or strongly agreeing with this statement. Of the participants, 32.2% were 
neutral, while a further 15.7% disagreed or strongly disagreed with this statement. The 
means value was 3.62, which was also the lowest in this construct. 
 
The overall mean was 3.84, which indicates a positive attitude towards job satisfaction.  
 
4.4.5. Organisational commitment 
Table 4.10 depicts the items that contribute to the organisational commitment 
construct. 
 





Items for organisational commitment 
Levels of 
agreement Frequency Percent Mean 
I would be happy to spend the rest of 
my career in this organisation 
Strongly disagree 24 5.6 
3.36 
Disagree 50 11.7 
Neutral 160 37.6 
Agree 132 31.0 
Strongly agree 60 14.1 
I enjoy discussing my organization with 
people outside it 
Strongly disagree 11 2.6 
3.62 
Disagree 24 5.6 
Neutral 157 36.9 
Agree 159 37.3 
Strongly agree 75 17.6 
I really feel as if this organisation's 
problems are my own 
Strongly disagree 33 7.7 
3.50 
Disagree 36 8.5 
Neutral 123 28.9 
Agree 153 35.9 
Strongly agree 81 19.0 
I think I could easily be attached to 
another organization as I am to this 
one 
Strongly disagree 31 7.3 
3.40 
Disagree 43 10.1 
Neutral 141 33.1 
Agree 145 34.0 
Strongly agree 66 15.5 
I do not feel like part of the family at 
my organisation 
Strongly disagree 95 22.3 
2.66 
Disagree 94 22.1 
Neutral 130 30.5 
Agree 73 17.1 
Strongly agree 34 8.0 
I do not feel emotionally attached to 
this organisation 
Strongly disagree 103 24.2 
2.59 
Disagree 92 21.6 
Neutral 142 33.3 
Agree 55 12.9 
Strongly agree 34 8.0 
This organization has a great deal of 
personal meaning for me 
Strongly disagree 23 5.4 
3.46 
Disagree 37 8.7 
Neutral 149 35.0 
Agree 155 36.4 
Strongly agree 62 14.6 
I do not feel a strong sense of 
belonging to my organisation 
Strongly disagree 94 22.1 
2.70 
Disagree 97 22.8 
Neutral 134 31.5 
Agree 44 10.3 





Table 4.10 above indicates the items for the organisational commitment constructs. 
The first item of the organisational was I would be happy to spend the rest of my 
career in this organisation. Of the respondents, 45.1% agreed or strongly agreed 
with the statement, 37.6% were neutral, and 17.4% of the respondents disagreed or 
strongly disagreed. The mean value for this item was 3.36. 
 
Of the participants, 54.9% agreed or strongly agreed with the second item, i.e. I enjoy 
discussing my organisation with people outside it, while 36.9% were not swayed 
either way. The mean score for this statement was 3.62. 
 
I really feel as if this organisation's problems are my own is the third item for 
organisational commitment. The positive endorsement was equal to those of the 
second item, 28.9% were neutral, while 16.2% negatively endorsed this statement. 
The mean score for the third item was 3.50. 
 
The fourth item, i.e. I think I could easily be attached to another organisation as I 
am to this one, had 49.5% of the respondents stating that they agree or strongly 
agree with the statement, 33.1% of the participants were neutral, while 17.4% 
disagreed or strongly disagreed with this statement. The mean score was noted to be 
3.40. 
 
The fifth item was reversed. This item, i.e. I do not feel like part of the family at my 
organisation, had 45.3% of the respondents disagreeing or strongly disagreeing with 
the statement, 20.9% indicated that they agree or strongly agree, and 33.3% of the 
participant indicated neutral sentiments. The mean score for this item was 2.66. 
 
I do not feel emotionally attached to this organisation was also reversed. Of the 
participants, 45.8% disagreed or strongly disagreed with this statement, which 
indicated that they were in fact emotionally attached to the organisation, 33.3% of the 
respondents were neutral, while 20.9% of them did not feel emotionally attached to 
the organisation. The mean value was 2.59 for this statement. 
 
Of the research participants, 50.9% indicated that they agreed or strongly agreed with 




Just over a third (35%) of the respondents were neutral, with 14.1% indicating that 
they disagree or strongly disagree with this item. The mean score was 3.46. 
 
The final statement, i.e. I do not feel a strong sense of belonging to my 
organisation, for organisational commitment was also reversed and 44.8% of the 
respondents disagreed or strongly disagreed with this statement, 31.5% were neutral 
and 23.7% agreed or strongly agreed. The mean score for this item was 2.70. 
 
The overall mean was 3.16, which indicates a normative attitude towards 
organisational commitment.  
  
4.5. Hypothesis testing 
The following hypotheses were formulated for this study: 
• H1: CSR has a positive influence on intrinsic motivation. 
• H2: CSR has a positive influence on job satisfaction. 
• H3: CSR has a positive influence on organisational trust. 
• H4: Job satisfaction has a positive influence on organisational commitment.  
• H5: Employees who are intrinsically motivated will exhibit greater levels of 
commitment to the organisation. 
• H6: Organisational trust influences organisational commitment favourably.  
 
In order to test these hypotheses, six simple regression analyses were used. 
Regression has a number of assumptions, which are listed below (Ellis & Steyn, 2003). 
 
• Normality of residuals 
• Linearity of the relationship between variables 
• Homoscedasticity 
• The assumption of a lack of multicollinearity is not relevant here as only one 
independent variable is included at a time.  
 
These assumptions were tested with regard to the variables involved and it was found 
that the assumptions held. This entails that all the hypotheses articulated in the study 




The regressions are summarised and discussed below:  
 
Table 4.11. Regression analysis summary 
 
 
It is clear from Table 4.11 above that all of the hypotheses are confirmed in statistical 
terms. All the regression models are significant (p<0,000), and all individual predictors 
are also significant (0,000). In terms of the effect size of the R square values, Ellis and 
Steyn (2003) advise that R2 values between 0,13 and 0,25 can be regarded as 
“significant” while values larger than 0,25 may be seen as “practically important”.  
  
The strongest predictions, which can also be regarded as practically important, are 
those where CSR is the independent variable. This variable significantly predicts 
intrinsic motivation, job satisfaction and organisational trust. In the cases where 
organisational commitment was the dependent variable, predictions are statistically 
significant, but less important in terms of practical significance. It should also be kept 
in mind that the reliability of the commitment scale was somewhat lower than the rest, 
and results should be interpreted with some caution. Nevertheless, it would appear 
that the variables in this study are significantly positively correlated with each other 
and that all the hypotheses were accepted. This entails that the objective of the study 
has been realised as it found that CSR has a positive influence on organisational 
commitment, which is mediated by organisational trust, intrinsic motivation and job 
satisfaction.  




F significance R square


















commitment 0,412 0,000 0,170 Significant 0,000
Intrinsic motivation
Organisational 
commitment 0,380 0,000 0,145 Significant 0,000
Organisational trust
Organisational 







4.5.1.1. Relationship between CSR and employee intrinsic motivation 
The findings of the study indicate a positive linear relationship between CSR and 
intrinsic motivation. The R square value of .389 indicates that approximately 38.9% of 
the variance in intrinsic motivation is predicted by CSR. Founded on these results, it 
can be concluded that the employee’s perception of the organisation’s social 
responsibility has a “practically important” positive influence on the employees’ 
intrinsic motivation (p=.000; R=0.623). H1 is therefore accepted. 
 
These results are in line with those reported by Auruskeviciene and Skudiene (2012) 
as well as Smith (2011), who also found a positive relationship between CSR and the 
intrinsic motivation of employees.  
 
4.5.1.2. Association between CSR and job satisfaction 
This study found that the relationship between CSR and jab satisfaction to be 
favourable (p=.000; R=0.566). Grounded in these findings, H2, which articulates that 
corporate social responsibility has a favourable influence on employees’ job 
satisfaction, is subsequently accepted. The R square value of .320 indicates that 
nearly 32% of the variance in job satisfaction can be predicted by CSR. 
 
These findings indicate that CSR has a positive influence on job satisfaction. Studies 
conducted by Closon, Leys and Hellemans (2015), Tran (2015) as well as Rahman, 
Haski-Leventhal and Pournader (2016), established that a positive relationship exists 
between CSR and job satisfaction.  
  
4.5.1.3. Connection between CSR and organisational trust 
The results indicate a “practically important” positive linear relationship between CSR 
and organisational trust (p=.000, R=.623). The R square value of .389 signifies that 
approximately 38.9% of the variance in organisational trust is predicted by CSR. 





The results obtained therein are consistent with the results of Lee et al. (2013), Yu and 
Choi (2014), in addition to Fatma, Rahman and Khan (2015), who established that 
CSR had a favourable influence on organisational trust. 
 
4.5.1.4. Rapport between job satisfaction and organisational commitment  
The study found that there is a significantly positive linear relationship between job 
satisfaction and organisational commitment (p=.000, R=412). The R square value 
of .170 indicates that circa 17% of the variance in organisational commitment is 
predicted by job satisfaction. Based on these findings, H4 is thus accepted. 
 
These findings are consistent with the results from studies conducted by Spagnoli and 
Caetano (2012), Mafini and Pooe (2013), as well as Hsiao (2017), who likewise 
doscovered that job satisfaction has a positive influence on organisational commitment. 
 
4.5.1.5. Connection between intrinsic motivation and organisational commitment 
The findings of the study indicate a positive linear relationship between intrinsic 
motivation and organisational commitment. The R square value of .145 indicates that 
approximately 14.5% of the variance in organisational commitment is predicted by 
intrinsic motivation. Centred on these results, it can be concluded that the employees’ 
intrinsic motivation has a significantly positive influence on organisational commitment 
(p=.000; R=0.380). H5 is therefore admitted. 
 
Studies conducted by Bang, Ross and Reio (2012), and Yang (2013) all found that  a 
positive relationship exists between intrinsic motivation and organisational 
commitment. 
 
4.5.1.6. Relationship between organisational trust and organisational commitment 
The study found a positive linear relationship between organisational trust and 
organisational commitment. The R square value of .119 indicates that roughly 11.9% 
of the variance in organisational commitment is predicted by organisational trust. It 
therefore entails that the more trust employees place on their organisation, the more 




findings, it can be determined that organisational trust has a positive influence on 
organisational commitment (p=.000; R=0.345). H6 is thus accepted. 
 
The results of this study align to the findings in the studies conducted by Chiu and Ng 
(2015), as well as Chen et al. (2015), who found that organisational trust influences 
organisational commitment, favourably.  
 
4.6. Further analysis 
A further analysis was undertaken in order to investigate if significant differences exist 
between males’ and females’ perception of the variables of interest to the study. An 
independent t-test was utilised to investigate this. Furthermore, the study conducted 
additional analysis to examine the differences between other demographic factors, 
such as age and position within the organisation. Age groups and the various positions 
were compared on the scales using a one-way ANOVA. 
 
4.6.1. Gender  
An independent sample t-test was conducted to compare male and female 
respondents on the various scales. Results showed a significant difference between 
males and females with regard to intrinsic motivation (p<0.05). Inspection of the mean 
scores revealed that females had a significantly higher mean score (4.084) than males 
(3.939) on this scale. It would appear that females were more likely to be intrinsically 
motivated than their male equivalents, as indicated in Table 4.12.  
 
This finding was in direct opposition with the findings of Chen, Ma, Jin and Fosh (2013), 
who found that males were more intrinsically motivated than their female counterparts.  
 






Results of the one-way ANOVA for age is reported below and shows that there were 
marginally significant differences with regard to corporate social responsibility (p<0.05) 
and job satisfaction (p<0.05), as highlighted in Table 4.13. It should be noted that these 
differences were not significant at the 1% level. Post hoc comparisons were conducted 
with regard to these two scales and it was found that no pairwise differences were 
significant. Despite the marginal overall difference, there were no significant pairwise 
differences, as indicated in Table 4.14.  
 
This finding was not in line with the findings of Wise, Van Eijbergen, Rietzschel and 
Scheibe (2015), which stated that commitment to CSR initiatives are stronger when 
the employees are older. Boumans, De Jong and Janssen (2011) also had opposing 
findings to this study; their study found that older people were more intrinsically 
motivated than younger people. Kooij, Jansen, Dikkers and De Lange (2010) and 
Nkomo (2013) found that the older employees were, the more satisfied they were with 
their jobs. Cohen, Manion & Morrison (2017) found that younger employees were more 
committed to the organisation that the older generation, which was in contrast with the 
findings of Nkomo (2013), who indicated that the older generation showed more 
commitment to the organisation than their younger counterparts. The findings of this 
study generally go against the findings of the studies cited. 
 
Table 4.13. Age comparison 
 





Female 213 4.0235 .63459 .04348 
Male 213 3.9698 .68184 .04672 
Intrinsic motivation Female 213 4.0837 .65569 .04493 
Male 213 3.9382 .68103 .04666 
Organisational trust Female 213 4.1420 .64981 .04452 
Male 213 4.0141 .79713 .05462 
Job satisfaction Female 213 3.8592 .79436 .05443 
Male 213 3.8263 .85905 .05886 
Organisational commitment Female 213 3.3304 .59422 .04072 












Square F Sig. 
Corporate Social 
responsibility 
Between Groups 4.567 4 1.142 2.675 .032 
Within Groups 179.673 421 .427   
Total 184.240 425    
Intrinsic motivation Between Groups 2.756 4 .689 1.535 .191 
Within Groups 188.971 421 .449   
Total 191.727 425    
Organisational trust Between Groups .459 4 .115 .214 .931 
Within Groups 225.509 421 .536   
Total 225.967 425    
Job satisfaction Between Groups 7.592 4 1.898 2.826 .025 
Within Groups 282.745 421 .672   
Total 290.337 425    
Organisational 
commitment 
Between Groups 2.301 4 .575 1.648 .161 
Within Groups 147.008 421 .349   
Total 149.309 425    
 
 N Mean Std. Deviation 
Corporate social responsibility 18 – 25 72 3.9782 .74198 
26 – 30 167 3.9401 .62158 
31 – 35 102 3.9314 .62342 
36 – 40 54 4.2037 .69300 
40+ 31 4.1982 .62562 
Total 426 3.9966 .65841 
Job satisfaction 18 – 25 72 3.8125 .64969 
26 – 30 167 3.7964 .82397 
31 – 35 102 3.7304 .86652 
36 – 40 54 4.1528 .84174 
40+ 31 3.9919 .94314 






The ANOVA table below 4.15 shows that there were significant variances between the 
various educational groups on all the scales. This implies that educational qualification 
is significantly related to all the scales measured.  
 
Table 4.15. Educational comparison 
 
Looking at the post hoc analysis as well as the descriptive statistics, a clear pattern 
emerges. In the first instance, the pattern of mean scores were exactly the same for 
all the scales. Respondents with a postgraduate qualification obtained the highest 
score, followed by those with a degree or diploma. In third place were the respondents 
with matric, while those with a pre-matric qualification had the lowest scores. It is thus 
clear that the lower the level of education, the lower the score on all the scales. This 









9.924 3 3.308 8.008 .000 
Within Groups 174.317 422 .413   
Total 184.240 425    
Intrinsic motivation Between 
Groups 
20.086 3 6.695 16.461 .000 
Within Groups 171.641 422 .407   
Total 191.727 425    
Organisational trust Between 
Groups 
17.702 3 5.901 11.956 .000 
Within Groups 208.266 422 .494   
Total 225.967 425    
Job satisfaction Between 
Groups 
44.602 3 14.867 25.532 .000 
Within Groups 245.735 422 .582   





8.046 3 2.682 8.012 .000 
Within Groups 141.263 422 .335   





post hoc tests show that the pre-matric group consistently differed significantly from 
the postgraduate and degree groups. It also differed significantly from the matric group 
on all scales, except on the organisational commitment scale. The pre-matric group 
thus had significantly lower scores than all the other groups on four of the five scales. 
On all scales, except CSR, the group with matric also scored significantly lower than 
those with a postgraduate qualification, showing a significant split between the 
postgraduate group and those with matric and pre-matric respectively.  
 
Karabasevic, Petrovic and Maksimovic (2016) reported that the more educated people 
were, the better they understood the role and concept of CSR. Their study found that 
level of education is clearly a factor in understanding and executing CSR initiatives. 
This outcome is in line with the results of this study. 
 
 
Figure 4.2. Levels of qualification 
 
4.6.4. Position 
ANOVA results with regard to position are reported below and it would appear that all 






Table 4.15. Position comparison 
 
Corporate social responsibility, post hoc tests shows that Executive and Senior 
Management had the highest scores. These two groups differed significantly from 
Junior and Middle Management, as well as from semi-skilled workers. The latter three 
groups did not differ significantly from each other. Executive and senior managers thus 
showed significantly higher scores on CSR in comparison with the other three levels, 
as illustrated in Table 4.16.  
 
Shin (2012) indicated that the degree of pride that emanates from the organisation’s 
CSR initiative is linked to the employee’s job position. Stawiski, Deal and Gentry (2010) 
indicated that senior-level management will have the greatest commitment to the 
organisation’s CSR as they perceive themselves to be the owners of the initiatives 
undertaken. 
 





square F Sig. 
Corporate Social 
responsibility 
Between Groups 27.341 4 6.835 22.223 .000 
Within Groups 113.493 369 .308   
Total 140.834 373    
Intrinsic motivation Between Groups 14.903 4 3.726 11.361 .000 
Within Groups 121.018 369 .328   
Total 135.922 373    
Organisational trust Between Groups 14.613 4 3.653 7.775 .000 
Within Groups 173.376 369 .470   
Total 187.989 373    
Job satisfaction Between Groups 38.528 4 9.632 21.109 .000 
Within Groups 168.376 369 .456   
Total 206.904 373    
Organisational 
commitment 
Between Groups 8.419 4 2.105 7.208 .000 
Within Groups 107.754 369 .292   






On the intrinsic motivation scale, Senior and Executive Management once more 
displayed the highest scores. Senior Management in particular had significantly higher 
scores than Junior Management and semi-skilled workers, who had the lowest scores, 
as shown in Table 4.17.  
Kamdron (2015), found that people in more senior or specialised positions, such as 
entrepreneurs, specialists and management, were more intrinsically motivated than 
the frontline client-facing staff.  
 
Table 4.17. Position: Post hoc test for intrinsic motivation variable 
 
Concerning organisational trust, Senior Management displayed the highest score, 
which differed significantly from semi-skilled workers and Junior Management at the 
lower end of the scale, as indicated in Table 4.18.  
 
Table 4.18. Position: Post hoc test for organisational trust variable 
 N Mean Std. Deviation 
Corporate social responsibility Executive Management 40 4.4429 .65489 
Junior Management 98 3.8528 .59362 
Middle Management 82 3.9268 .54629 
Semi-Skilled 98 3.8601 .51446 
Senior Management 56 4.5255 .48127 
Total 374 4.0348 .61447 
 
 N Mean Std. deviation 
Intrinsic motivation Executive Management 40 4.2542 .76515 
Junior Management 98 3.9201 .55881 
Middle Management 82 4.1606 .52928 
Semi-Skilled 98 3.8912 .57839 
Senior Management 56 4.4375 .48154 






From the Table 4.19 below, the job satisfaction scale showed various findings that are 
of interest to the researcher. Senior and Executive Management had significantly 
higher scores than Junior Management and semi-skilled workers at the lowest point 
of the scale. Middle Management also had a significantly higher score than semi-
skilled workers, as shown in Table 4.19.  
 
This finding is in contrast with that of Concialdi (2014), who found that job position did 
not play a role in job satisfaction. Kawada and Otsuka (2011) found that low levels of 
job satisfaction were related to lack of control in the working environment, as well as 
a lack of support. This finding sheds some light onto the findings of this study, as 
executives and those in management position possess more control over themselves 
and others; hence executives are the most satisfied with their jobs. 
 
Table 4.19. Position: Post hoc test for job satisfaction variable 
 
On the organisational commitment scales, Senior Management had significantly 
higher scores than both Junior Management and semi-skilled workers. Middle 
Management also had a significantly higher score than semi-skilled workers, as 
indicated in Table 4.20.  
 
 N Mean Std. Deviation 
Organisational trust Executive Management 40 4.2188 .67508 
Junior Management 98 3.8852 .67653 
Middle Management 82 4.3049 .62240 
Semi-Skilled 98 3.9668 .76205 
Senior Management 56 4.3795 .65365 
Total 374 4.1083 .70992 
 
 N Mean Std. Deviation 
Job satisfaction Executive Management 40 4.2500 .75532 
Junior Management 98 3.6709 .74405 
Middle Management 82 4.1006 .50896 
Semi-Skilled 98 3.6020 .74425 
Senior Management 56 4.4464 .56752 





The discoveries of this study are in line with those of Shin (2012), which indicated that 
CSR has a strong correlation with employee commitment for people in more senior 
positions within the organisation than those in more junior roles.  
 
Table 4.20. Position: Post hoc test for job commitment variable 
 
Looking at the pattern of means in positions, it is apparent that Senior Management 
had the highest score on all the scales. In three of the five scales, they were followed 
by Executive Management and in the other two by Middle Management. Semi-skilled 
workers and junior managers had either the lowest or the second lowest score 
respectively on all the scales. On all scales, the two highest scores differed 
significantly from the bottom two. It is clear that Junior Management and semi-skilled 
workers experience these factors much lower than other levels in the organisation, 
especially Senior Management. 
 
4.7. Conclusion 
This chapter covered the research findings and provided a discussion of the study. 
The chapter commenced with discussing the reliability of the constructs. All constructs 
tested were found to be reliable. Findings indicated that all the hypotheses of the study 
were accepted. Further analysis specified that there were, in general, no significant 
variances in sex and age, however it was apparent that people in higher positions 
recorded higher mean scores, while the inverse was true for those who occupied junior 
positions within the organisations.  
  
 N Mean Std. deviation 
Organisational Commitment Executive Management 40 3.3125 .54302 
Junior Management 98 3.2296 .45076 
Middle Management 82 3.4893 .43310 
Semi-Skilled 98 3.1569 .59049 
Senior Management 56 3.5379 .70748 





Chapter Five: Conclusion and limitations 
5.1. Introduction 
This chapter seeks to offer a summary of the main results and conclusions drawn with 
regard to the study. It will commence with providing summary findings of the study’s 
intended objectives, which will be followed by recommendations for organisations. The 
recommendation section is followed by limitations and suggestions for future research. 
The last chapter provides concluding remarks on the entire research study. 
 
5.2. Research objectives, results and conclusion 
The overarching goal of this study was to examine the influence of CSR initiatives on 
employees’ commitment to their organisations. In order for the study to achieve this 
overarching goal it was important to articulate this goal into a number of specific 
research objectives. These objectives were to examine: 
• the levels of organisational commitment, intrinsic motivation, job satisfaction 
and organisational trust among employees; 
• the relationship of CSR to job satisfaction, intrinsic motivation and 
organisational trust; 
• the relationship between job satisfaction and organisational commitment; 
• the relationship between intrinsic motivation and organisational commitment; 
and 
• the relationship between organisational trust and organisational commitment.  
 
5.2.1. Levels of CSR, intrinsic motivation, organisational trust and job satisfaction 
This study’s findings indicate that in general respondents have a positive perception 
towards CSR, intrinsic motivation, organisational trust and job satisfaction, as 
evidenced by the mean scores, 4.0, 4.01, 4.08 and 3.84, respectively. The respondent 
attitudes were not as strong towards organisational commitment, which has a 
normative mean score of 3.16. It is thus concluded that all the perceptions with regard 





5.2.2. CSR and intrinsic motivation, job satisfaction as well as organisational trust 
The relationship of CSR as an independent variable and its dependent variables, 
intrinsic motivation (R=0.623), job satisfaction (R=0.566), and organisational trust 
(R=.623) were found to be “practically important”. These findings led to the conclusion 
that CSR has a positive influence on intrinsic motivation, job satisfaction and 
organisational trust, thus allowing this study to accept H1, H2 and H3. 
  
5.2.3. Job satisfaction, intrinsic motivation and organisational trust on organisational 
commitment 
The research study discovered that job satisfaction has a positive influence on 
organisational commitment (R=412). The results of the study indicated a positive linear 
relationship between intrinsic motivation and organisational commitment (R=0.380), 
while the results further highlighted a positive relationship between organisational trust 
and organisational commitment (R=0.345). This study therefore drew conclusions that 
H4, H5 and H6 are therefore accepted. 
 
All the hypotheses of this study were accepted. This study therefore concludes that 
CSR has a positive influence on organisational commitment mediated by intrinsic 
motivation, job satisfaction and organisational trust. 
 
5.3. Practical implication 
Subsequent to the data analysis, this study provides recommendations for 
organisations that would like to leverage CSR as a vehicle to garner commitment from 
their employees towards the organisation. 
 
People in leadership positions and Senior and Executive Management consistently 
score higher than those in junior positions. Organisations should actively and 
intentionally communicate its CSR initiatives to all staff members across the board. 
This will provide a sense of pride and align the values of the organisation with those 
of the individuals.  
 
Wolf, Issa and Thiel (2015) support this recommendation as they have stated that in 




participants in CSR activities initiated by the organisation. This would not only ease 
the flow of information, but would let workers feel part of the organisation while being 
more emotionally involved with the CSR initiatives and having a stronger affiliation 
(Skudiene & Aurukeviciene, 2012). An organisational culture of volunteering should 
be fostered across all levels of the organisation, with an intentional bias towards 
“regular” staff members and not those in leadership positions. 
 
The study unveiled that CSR does have a positive influence on organisational 
commitment. Entrepreneurs, Small to Medium Enterprises (SME) and large 
corporates without a CSR programme should develop one in order to become a better 
corporate citizen as well as leverage it as a tool to bolster employee commitment to 
the organisation.  
 
It was noted that millennials are enticed to work for organisations that take ethical and 
responsible strategies to their CSR practices. It is therefore important that when an 
organisation develops a CSR initiative, it isn’t perceived as “green-washing”. An 
organisation must make sure that its CSR initiatives are true to its brand essence as 
this will entice millennial talent to want to be part of the organisation. 
 
5.4. Limitations of the study and future research 
The results of the study should be deliberated along with the following limitations: 
 
• The research was based in the economic hub of South Africa, which in itself 
can be considered a limitation, as findings may differ from city to city/province 
to province/country to country. The study did not segment organisations 
according to their size. 
 
• Given that this study was done as a prerequisite to fulfil a master’s qualification, 
the study was cross-sectional and not longitudinal. This can be regarded as a 
limitation as it cannot monitor change in perception and influence of the different 





• The sample selection method utilised for this study could be perceived as a 
limitation as a non-probability sample was used, especially convenience 
sampling. The challenge associated with convenience is the researcher bias in 
selecting respondents as well as its limited ability to be inferred to the broader 
population.  
o  A future researcher can consider utilising probability sampling 
techniques. This will allow the research finding to be inferred to the 
broader population of Gauteng/South Africa. 
 
• The study was not focused on a specific organisation/industry and the findings 
herein might not be applicable for all organisations/industries based in Gauteng 
or the rest of South Africa.  
o The scope of the research could be extended in future to include 
respondents who are outside of Gauteng. Additional factors to be 
included could be the industry and size of the organisations. 
 
• The study was a quantitative study, which offered what is happening however 
it does not provide the reasons behind the actions which qualitative research 
can provide.  
o Future research studies can be qualitative to understand why the 
variables have the influence that they have. The use of qualitative 
research can provide in-depth insight relating to why people have the 
attitudes and constructs associated with varying attitudes. 
 
5.5. Conclusion 
The main objective of this research study was to examine the influence of corporate 
social responsibility on organisational commitment. The findings of the study clearly 
indicate that CSR (mediated by intrinsic motivation, job satisfaction and organisational 
trust) does positively influence organisational commitment. The findings of the study 
further indicate that CSR has a greater influence on the people in an organisation’s 
leadership positions, Senior and Executive Management, than those in junior positions, 





It is recommended that organisations become more socially responsible so as to 
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7.1. Appendix A: Introductory Letter 
Informed Consent Form 
     




Re: The Influence of Corporate Social Responsibility on Organisational Commitment. 
 
You are invited to participate in a study being conducted to understand the influence of CSR 
on organisational commitment in Gauteng based organisation. The research is part of a 
research study towards a Master of Commerce (MCom) degree in Business Management at 
the University of Johannesburg. 
 
Participation in the study is voluntary, and you are allowed to withdraw your participation at 
any point without any negative consequences to yourself. The data collected will be kept 
private and used for research purposes only. Completing the questionnaire should take no 
more than 10 minutes of your time. All information collected in this study is strictly confidential 
and will be used in an aggregated form so as not to identify any individual respondent. You 
are therefore NOT required to indicate your name on the questionnaire. It will be appreciated 
if you take your time to answer each question in the questionnaire. 
 
Should you have any queries, please feel free to contact me or my supervisor using the 
following details: 
 
Name of student:   Rhulani Baloyi 
Cell phone number:   078 348 6349 
Email address:   rhubop@gmail.com 
 
Name of supervisors:   Prof. M Mpinganjira and Mr N Mkhize 
Phone number:   011 559 3200/1277 
Email address:   mmpinganjira@uj.ac.za; njabulom@uj.ac.za 
 
Regards, 








S1: Would you like to participate in the survey? 
Yes – Continue 
No – Close 
 
S2: Does your company have any corporate social responsibility initiatives, which you know 
of? 
Yes – Continue 




Gender:  Male   Female   
Age:    18 - 25    26 - 30   31 - 35   36 - 40   Over 40 years  
Racial group: Black African   Coloured   Indian    White    Other (specify) 
 ……………. 
Level of qualification: Pre-matric    Matric     Degree/Diploma     Post-graduate 
qualification  
Position in the organisation: Executive Management  Senior Management
 Middle Management  Junior Management  Semi-Skilled   Other  
 What industry is your organisation in? 
Banking  Insurance   
IT  Real Estate  
Manufacturing  Community, Social and Personal Services  
Agriculture, Forestry and Fishing  Government / Public Sector / Parastatals  
Retail & Wholesale  Marketing, Advertising and Communication  
Construction  Education  
Mining and Quarrying  Business Consulting  
Electricity and Water Supply  Non-Profit Company  
 Logistics  Other – Specify  
 
       
     
          
          
                          
       
       
       
       
              




Please read each of the statement below carefully, and provide your response by crossing (x) on the 
number that applies to you. The scores mean the following: 
 










Job Satisfaction  
 
1 The company is a good company 1 2 3 4 5 
2 My company behaves socially responsible 1 2 3 4 5 
3 My company helps South African Communities 1 2 3 4 5 
4 My company treats people well 1 2 3 4 5 
5 My company cares about the communities where it does business 1 2 3 4 5 
6 My company cares about the environment 1 2 3 4 5 
7 My company does what it promises to do in the community 1 2 3 4 5 
 
1 Working for this company is enjoyable  1 2 3 4 5 
2 My job gives me a feeling of purpose 1 2 3 4 5 
3 My job is meaningful 1 2 3 4 5 
4 I find my job to be interesting 1 2 3 4 5 
5 My job is exciting 1 2 3 4 5 
6 I find my job to be inspiring 1 2 3 4 5 
 
1 My company is honest in its dealings 1 2 3 4 5 
2 My company keeps its commitments  1 2 3 4 5 
3 My company is a company of integrity 1 2 3 4 5 
4 I feel that my company is trustworthy 1 2 3 4 5 
 
1 I am passionate about my job 1 2 3 4 5 
2 Work is a real plus in my life 1 2 3 4 5 
3 I am satisfied with my job 1 2 3 4 5 





Organisational Commitment  
 




1 I would be happy to spend the rest of my career in this organisation 1 2 3 4 5 
2 I enjoy discussing my organization with people outside it 1 2 3 4 5 
3 I really feel as if this organisation's problems are my own 1 2 3 4 5 
4 I think I could easily be attached to another organization as I am to this one  1 2 3 4 5 
5 I do not feel like part of the family at my organisation 1 2 3 4 5 
6 I do not feel emotionally attached to this organisation 1 2 3 4 5 
7 This organization has a great deal of personal meaning for me 1 2 3 4 5 
8 I do not feel a strong sense of belonging to my organisation 1 2 3 4 5 
 
